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20COLDEN CENTURIES 


are back of these | 
happy children— | 
| 
| 





all their accumu- 
lated industry, 
force, teaching and 
generalship. 
All advertising | 
tests and investiga- 
tions are yours to profit by. Success in business 
depends upon publicity and the ratio of success is 
based upon the extent of that publicity. 
That is the first fixed law of success. 
Your first selection in Philadelphia must be the 
paper which has the largest circulation. 


| THAT PAPER IS THE 


Philadelphia Record 


AVERAGE CIRCULATION FOR 1900: 


190,861 154,024 


DAILY SUNDAY. 
25c. A LINE DAILY. 
20c. A LINE SUNDAY 
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We still have a few celluloid rules left, which readers of ‘‘ Printers’ Ink” can 
have for the asking. | 


















PRINTERS’ 


Let Others 


INK. 


Experiment With 
Poor Mediums 






ares S for you, if you want the best 






known form of publicity, watch 






Kissam’s Cars and you will 






find them carrying the best 






advertising for the best goods made by 






the best firms. People recognize this, 






hence it pays you to be with the best 






company. Allcardsare top of the column, 






next to reading matter (as all good ads 






are) and you get practically twenty-four 






hours per day service. Sleet, rains nor 






snows affect them—they are all in shelter. 






If you cannot prepare your card 






we can, and place it too. Prices? Drop 






us a postal, please, and see what we can 






do for small money. 






@eo. Kissam GO. 


253 BROADWAY, NEW YORK, 






Written by Geo. W. Smith, M.D., Macon, Mo. 























ENTERED AS SECOND-CLASS MATTER AT THE 


VoL. XXXIV. NEW YORK, 


MR. HARMSWORTH ON AD- 
VERTISING. 

THE GREAT ENGLISH PUBLISHER 
TELLS HIS VIEWS ON PUBLICITY— 
ADVERTISING WITH ONE’S RIVALS— 
DEPENDING ON NEWSDEALERS — 
AMERICANS IN LONDON—REASONS 
FOR AMERICAN FAILURE—NECESSI- 
TIES FOR SUCCESS—SOMEINSTANC- 
ES—AMERICAN ADVERTISING AGEN- 
CY IN LONDON, ETC., ETC. 


Conspicuous among the self- 
made men of to-day is Mr. Alfred 
Harmsworth, the 
celebrated Lon- / 
don editor and 
publisher who is 
now sojourning 
in this country. 

Mr. Harmsworth 
and his family 
have achieved a 
wonderful — suc- 
cess and mace a 
colossal fortune 
in the compara- 
tively short space 
of fifteen years. 
He is now it 
the middle thir- 
ties and was lit- 


tle more than a 
boy when he 
commenced to 


climb the ladder 


of fame in the 
English metrop- 
olis. le looks even younger 
than he is, Lut when he talks 
you know that you are listening 
to one speaking from practical 


knowledge and experience, that he 
is a man quick to absorb informa- 
tion and as readily diffuse it. He 
has a pleasant voice, a rapid but 
easy delivery, a quick logic that is 
always in evidence, and a ready 
and reasonable answer to every 
question that can be put to him. 
His reputation has been built upon 
his possession of good ideas and 
the ability to carry them out. He 
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knows that the best ideas are of 
little use unless put into practice, 
consequently theory and practice 
have gone together in all his un- 
dertakings.’ His ideas leaned to- 
ward supplying suitable literature 
to the British public, and he has 
hammered on that idea until the re- 
sult is a monument to himself and 
his brothers who have ably assisted 
him in his great work. 

Believing that this “Napoleon of 
British journalists” as the New 
York Herald calls him, would have 
something inter- 
esting to say on 
the subject of 
advertising — at 
which he has 
proven himself 
an adept—a 
PRINTERS’ INK 
representative 
recently called 
upon Mr. Harms- 
worth at the 
Holland House, 


Fifth avenue, 
and was cour- 
teously received. 
“IT know Print- 
ERS’ INK very 
well and have 
been reading it 


for many years,” 
said Mr. Harms- 
worth, motion- 
ing the reporter 
of the Schoolmaster to a 
chair. 

Knowing that every newspaper 
in New York had already inter- 
viewed the famous Englishman on 
the subject of his successes, I told 
him that I would like to confine 
myself strictly to matters pertain- 
ing to advertising, a topic on which 
I knew he could talk interestingly. 
Mr. Harmsworth then started in to 
talk, pausing now and again when 
I interposed a question. 

“Much, if not all of our public 
history is connected with advertis- 


Little 












































ee re 











a PRINTERS’ INK. 


ing,” he said. ‘Your newspapers 
have already told you that our first 
individual venture in the journalis- 
tic line was a weekly paper, com- 
menced nearly thirteen years ago, 
and first called ‘““Answers to Cor- 
respondents.” Its title explains its 
character at that time—a sort of 
notes and queries periodical. We 
abbreviated the title to the first 
word soon after starting ii, and 
the character of the publication has 
since undergone a change. We 
thought that the paper would fill 
a long felt want, and it did. Its 
success from the start has been 
phenomenal. We have a_ whole 
string of other periodicals now, be- 
sides four daily papers, but all that 
you already know from your own 
newspapers. 

“Pinning ourselves down to the 
question of advertising, I have no 
hesitation in acknowledging that I 
attribute much of our own success 
to the liberal way in which we have 
advertised every one of our publi- 
cations, We have left no stone 
unturned to make our periodicals 
known and read throughout the 
English-speaking world. We have 
sought and secured the best liter- 
ary matter that money could buy— 
such as was suitable for each of 
our different ventures—and when 
we obtained it we took pains to 
make the fact known everywhere. 
There was no use in our buying the 
light and then hiding it under a 
bus hel.” 

“T understand, Mr. Harmsworth, 
that you have boomed your circu- 
lations by schemes. Might I ask 
what they were?” I asked. 

“That is ancient history. In the 
early days of our publishing career 
we managed to boom our periodi- 

cals by a system of prize offerings, 
many of which you must have read 
about. That helped to get our pa- 
pers known, but nowadays we rely 
solely on the merits of the publica- 
tions themselves, and the way we 
advertise them. You may acquire 
a big circulation by schemes, but 
the only way to retain it is by giv- 
ing the people what they want all 
the time. 

“What is your system of adver- 
tising your publications, then? 

‘Oh, we have many of them, but 
I will give you one as an example. 








Perhaps you know that some of 
our periodicals contain serial sto- 
ries. Every time we start a new 
story we advertise it widely. There 
is one now running in Answers, 
called “Hush Money.” This we 
advertised in a somewhat lavish 
way. We inserted the first install- 
ment of it in most of the widely 
circulated weeklies, occupying 
about four pages. It was an ad- 
vertisement, but it really looked as 
if the story belonged to the paper 
in which it appeared, until the 
reader reached the end of the in- 
stallment and found there a note 
to the effect that the story would 
be continued in the next issue of 
Answers. It cost us $50,000 to ad- 
vertise “Hush Money” in that way. 
I don’t know whether it has paid 
or not in that case, but we have 
both won and lost on the same kind 
of ventures in the past. You know 
one can never tell how a story is 
going to take with the public. If 
it goes, it generally goes with a 
rush. If it fails, it fails complete- 
ly and your money is_ wasted. 
Well, no—not exactly wasted, for 
you get the experience and don't 
try another story of that kind, and 
that information is valuable.” 

ADVERTISING WITH ONE'S RIVALS. 

“T have noticed, Mr. Harms- 
worth, that you advertised that 
particular story in Tit-Bits and 
similar publications that are here 
regarded as competitors with your 
own weekly. Do you think that 
good policy—to advertise with your 
rivals?” 

“Most assuredly. Why not ? 
Most of the English weeklies sell 
for two cents, and they are bought 
and read by the middle class—the 
class that is really interested in 
good stories. Working people can 
afford to buy several such papers 
and, as a matter of fact, they do 
so. The matter in them is specially 
selected and written to suit them 
and does not aim ‘over their heads.’ 
These people have their favorite 
paper or papers. Perhaps Answers 
is not one of them, but they read 
the opening chapters of this story 
in their own paper, and then find 
that, if they wish to continue the 
tale, they must buy Answers. Wel 
a certain percentage will do that, 
and there you are! A really good 
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and popular serial story can in- 
crease the circulation a hundred 
thousand or more—if it be liberally 
advertised. In this way we reach 
all the people, the masses—the gen- 
eral advertisers’ regular target. 
There is not a home in Great Brit- 
ain wherein our publications are 
unknown, and very few where at 
least one of them is not taken. 
When you remember that we have 
forty millions of people over there, 
‘all in a bunch,’ as it were, you 
will realize what this means. 

DEPENDING ON NEWSDEALERS. 

‘And that reminds me that there 
is a difference in running papers 
over there and in this country. 
Great Britain is only very small in 
comparison with the United States, 
and every town, village and ham- 
let at home has its newsdealer who 
gets the London papers at latest 
the day after publication. Conse- 
quently we have no subscription 
lists to bother us or necessitate 
bookkeeping. We sell to the news- 
dealers throughout the kingdom 
through the wholesale agents in 
London, and that ends our respon- 
sibility so far as delivery is con- 
cerned. The news agent does all 
the distributing.” 

“Does not your circulation fluct- 
uate on that account? 

“Not to any great extent. Of 
course, from the very nature of 
things, it cannot be as fixed as 
yours, but I believe in this country 
there has been a recent tendency— 
particularly in the cities—to pat- 
ronize the bookstalls or news- 
stands rather than receive publica- 
tions by mail. But your country is 
so vast, and some of the homes in 
the country districts so scattered, 
that mail subscribers are inevitable. 

“You Americans have, unfortu- 
nately, got the idea that there is 
nothing for you to learn in the old 
world. But your students have to 
go there to study music. singing, 
painting and sculpture. Don’t you 
think you could also learn some- 
thing about advertising? While 
we acknowledge you as the leaders 
in the art of publicity, still there 
are many things that you don’t 
know, or are slow to learn. My 
own experience has been that ob- 
servant people can derive informa- 
tion and ideas from everybody 


everywhere. I am thoroughly cos- 
mopolitan in my search after know- 
ledge. It is my business, as a jour- 
nalist, to absorb information of 
every kind that will help my busi- 
ness, and I have no prejudices as 
to the sources of such knowledge. 
Our aim has been to study what 
was wanted in our line in Great 
Britain, and to supply that want to 
the best of our ability. We found 
that to do so we had to study what 
was being done in other countries 
in the same line, Consequently we 
investigated the methods of those 
in the same business in France, 
Germany and_ other European 
countries and in the United States.” 
AMERICANS IN LONDON, 

‘Are American advertisers suc- 
cessful over in England, Mr. 
Harmsworth ?” 

“Some of them have been and 
some have not, but the mystery to 
me is that there are not ten times 
more of them looking for an En- 
glish market. American goods are 
generally popular with us, and En- 
gland is a great field for your ad- 
vertisers, though the bulk of them 
seem blind to the fact. They would 
sooner .so out West wasting scat- 
tering shot among people whom 
they have to find with a telescope 
than let go a broadside among the 
dense crowds in England, where a 
hit would be reasonably certain.” 

REASONS FOR AMERICAN FAILURE. 

‘To what do you attribute the 
failure of American advertisers in 
England, sir? 

“Well, many of them have gone 
the wrong way in the first place. 
They have evidently thought so 
little of the venture as to send, 
many cases, a thoroughly innaiiions 
tent representative over to take 
charge of the business. Naturally 
he has made a muddle of it. If 
they happen to send a good man, 
they are in such a hurry to get re- 
sults that they do not give him 
time to study the field and map out 
‘his campaign. Or, in other in- 
stances, they attempt to a 
England with too little capital 
vital mistake. The result cena 
ly has been that the American firm 
has withdrawn its representative 
and placed its business in the hands 
of an English agent, which usually 
means commercial suicide so far 
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as the English market is concerned. 
Where an agency is handling twen- 
ty or thirty different businesses— 
many of them similar in character 
—what kind of individual success 
can be expected ?’ 

NECESSITIES FOR SUCCESS. 

“And what do you consider nec- 
essary to an American advertiser's 
success in Great Britain, Mr. 
Harmsworth?” 

“Conceding that he has a good 
article to advertise—and, as I have 
said, goods of American manu- 
facture are increasing in popular- 
ity—he wants, first of all, to study 
the people to whom he wishes to 
sell. He should know them, their 
habits, likes and dislikes, and, par- 
ticularly, their language. You 
Americans speak the same tongue 
as we, but the two peoples have 
different idioms. Some of our 
commonest words and phrases have 
different meanings to you, and 
vice versa. 

SOME INSTANCES. 

“Let me give you an instance: 
A man goes over to London and 
opens one or two shops for the sale 
of what he advertises as ‘American 
shoes.’ Now, a ‘shoe,’ to us, is 
what you call an ‘oxford’—it 
reaches only to the ankle. Our 
people don’t want that kind of foot- 
wear at that particular time, so 
they pay no attention whatever to 
the advertisement. What the Amer- 
ican really is advertising i ‘boot,’ 
as universally underst ol Fe En- 
gland. We can’t help it if you call 
these ‘shoes,’ any more than you 
can chide us for calling them 
‘boots,’ but you ought to advertise 
so that you will be plainly under- 
stood by us—to whom you want to 


sell. 

‘Again, an American advertises 
in England, ‘send five cents for re- 
ply... What does the average En- 
glishman know about five cents? 
Why not state the sum in English 
money? If I were to advertise 
here, ‘send five pence for reply,’ 
Americans would send five cents, 
whereas I, as an Englishman, 
would mean just twice that 
amount. It is just as easy to be 
right as wrong, but there is no ad- 
vantage in being careless about 
such matters.” 


“What do you think Ameri- 


can advertising in London, as a 
rule?” 

“Some of your advertisers have 
been very successful in England, 
chiefly because they took care to 
study and examine the field before 
entering it. There is a vast mar- 
ket for you over there if your ad- 
vertisers will only approach it 
properly. I see here scores of ar- 
ticles that would make fortunes 
quickly in Great Britain if proper- 
ly advertised. Our own advertis- 
ers, with some exceptions, are not 
strikingly bright or original. They 
generally go along in a rough and 
ready way, talking plainly to the 


people. 
“And, by the way, that is my 
idea of good advertising—plain 


statements of fact. I do not be- 
lieve much in humorous advertis- 
ing, any more than I believe in a 
humorous member of Parliament. 
Your Mr. Depew was telling me 
the other day that a humorist sel 
dom succeeded in Congress. Why 
should he? Legislation is not a 
vaudeville entertainment. It is a 
serious business. So also is adver- 
tising. It is done for profit, not 
amusement.” 

AMERICAN AGENCY IN LONDON. 

“What chance would an Ameri- 
can advertising agency have in 
London, Mr. Harmsworth? 

“An excellent one. A_ good 
American agency—equipped like 
some of yours here in New York— 
would be a boon to London and a 
big profit to itself. There is a for- 
tune waiting for the man or men 
who can suggest and carry out 
really clever ideas in advertising. 
Good advertising suggestions com 
mand a quick and lucrative market 
- England, and we naturally look 

America to supply them, seeing 
th: it you are at the top of the tree 
in the art of publicity.” 

“But vou have some very clever 
and up-to-date advertisers in En 
gland—which one, in your opinion, 
takes the palm for originality?” 

“T think the Ogden ‘Guinea- 
Gold’ cigarette advertising is 
at the moment about the brightest 
we can boast of. It is always bold 
and forceful, and is thoroughly up 
to-date. An important national 
event of vesterday is used by them 
to lend force to their ad of to-mor- 





















row. The announcements are brief 
but always to the point. I should 
think that if humor were ever par- 
donable in an ad, it would be in 
their case, seeing that they cater 
to the smoking classes exclusively, 
and that smoking is a pleasant pas- 
time.” 

“Well, Mr. Harmsworth, an- 
other question, please. What other 
methods of advertising do you use 
in England—-street car cards or 
aaa ll 

. I don’t, because I don’t be- 
lions in them. They may be suit- 
able for some adverttsers, but we 
tried them and found they did not 
pay us, so discontinued their use. 
We pin ourselves strictly to news- 
papers, and the weeklies, and we 
know that it is a good investment. 
We always use large spaces when 
ve advertise. We don’t believe in 
small ones. In all our own publi- 
cations we limit the space devoted 
to advertising and often have to 
leave a lot out. We offer no in- 
ducement to advertisers beyond 
big circulations, and that alone 
seems to draw a satisfactory and 
steady patronage = 

Mr. Harold Harmsworth, a 
younger brother of the gentleman 
now visiting us. has been business 
manager of the Harmsworth pub- 
lications since their commence- 
ment Joun S. Grey 

BY ADVERTISING. 

“AG ENTLEMAN, 38 years old, intendin ¢ to start 
manufacturing for himself, wants a wife, pref. 
erably German-American, who does not care for 
ittering and vanishing life in societies and 
but prefers to care for her home, her hus- 


d her family ; udy bess yuld be perfectly 
, food looking, years of age, really 


















ed ed, modest, iy ‘re oft din manners and 
appearance, and dis spose over a guaranteed year- 
ly income; no agents, but relatives, if conven 





, invited ; photos desired, but returned with 
letters if not convenie nt ; strictly honest. 


Here is a man who imagines he can 
secure by advertising what not one man 
in ten thousand has been able to secure 

ugh personal search and selection 


The specifications drawn by the adver- 
tiser_ omit nothing apparently. od he 
can find what he wants he need not go 
into the manufacturing business. “He s 


can live in ease by placing his wife in 
a curio hall.—N. ¥Y. Morning Telegraph. 


- ee 
PERFECTLY LEGITIMATE. 

_ The idea of drawing people with spe- 

al offerings is perfectly legitimate, even 
wa en the only object is to get them into 
the store, for in that way they get ac- 
quainted with the store and the stock. 
If these are all right they will come 
again.—Bowling Green (Ky.) Journal. 
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A CHANCE FOR THE WORD 
COI INER. 


PRINTERS’ INK has been lately 
engaged in a meritorious and 
praiseworthy enterprise. Its pur- 
pose is to find one word which may 
be used instead of the three which 
are required so much in every-day 
use, “an advertised article.” 

The request for words stimtlated 
men actively engaged in publicity 
to devising a substitute. Humor- 
ous and sometimes curious efforts 
have been forwarded — usually 
formed by taking syllables from 
each word, as in “adverticle,” “ad- 
verthing,” ete. 

This movement will be heartily 
supported by any who have tried 
in writing to lend a little variety 
to their phraseology by searching 
for synonyms—of which there are 
hardly any applicable. 

3ut while upon this tack, why 
stop at “an advertised article, 
merely? There are numerous other 
terms needed in advertising for 
commonly-named distinctions, per 
sons and objects. If the use of 
one word for three, five or eight 
could be introduced, in such cases, 
it would be a godsend. 

The Advisor therefore suggests 
the following as suitable for word- 
coiners to exercise upon, reproduc- 
ing in one word the substance of 
all: 

The newspaper which does not 
tell the truth about its circulation; 

The editor of a newspaper mak- 
er rag; 

The special - a, who spends his 
time in gin-mill 

The fellow whe thinks he is an 
advertising expert; 

The general agent who is a mem- 
ber of the association; 

The agent who is not; 

The so-called circulation of a 
mail order monthly; 

The agent who makes c¢ommis- 
sions small and robs his patrons ;, 

The paper which seg to have 
a small circulation with high qual- 
ity ; 

And so on.—Advisor. 





— o> 
PLAIN FACE AND PLAIN 
COOKING 


When you see an advertisement for 2 
plain cook you are almost sure the man ’s 
wife inserted it.—Rhode Island Adve 
tiser. 
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Mr. Schofield, of the E. H. Clarke Adver- 
tising Agency, Chicago, has given us an order 
for Swanson’s Rheumatic Cure advertising in 
the St. Louis Curonicie. 

Mr. Dewey, of the Lyman D. Morse Ad- 
vertising Agency, New York, sent us an order 
the other day for Van Houten’s Cocoa in the 
St. Louis Curonicve. 

Mr. Baker, of Scott & Bowne, New York, 
gave us an order for advertising Scott’s Emul- 
sion in the St. Louis Curonicte. 

Pettingill & Co., Boston, sent us an order 
for Lyon’s Tooth Powder for the St. Louis 
CHRONICLE. 

Mr. W. A. Woodbury, New York, of the 
Woodbury Dermatological Institute, favored 
us with an order for the St. Louis Curonicie 
a few days ago. 

All of the above advertisers are NEW 
PATRONS of the St. Louis Curonic ce. 

Mr. Morrow, of John Morrow & Co., 
Springfield, Ohio, gave us an order for the 
advertising of Kidneoids in the St. Louis 
CHRONICLE. 

Mr. Schumacher, of the Peruna Drug 
Mfg. Co., Columbus, Ohio, gave us an order 
for advertising Peruna in the St. Louis 


CHRONICLE. 


















PRINTERS’ INK, 9 


The last two advertisers had used the 































paper before, but not in recent years. 


There must be something doing in St. Louis 
| or else these expert buyers of space would 


not take up the St. Louis Curonicte. 





Every other advertiser who is not using 


= 


| the St. Louis Curonicie at the present time 
would do the same thing if he would stop 
and consider what the Curonic_e now offers 
in the way of service, circulation and rates. 

Fifty-three thousand sworn to daily paid 

, circulation of the St. Louis Curonicre has 
a fixed value, and the value we have fixed 
for this circulation is lower than you can 
buy a like amount of circulation for in any 
other St. Louis newspaper. 

The class and amount of advertising the 
paper carries is an evidence that it is all 
right. 

It is one of the successful publications of 
the Scripps-McRae League of one-cent daily 
afternoon newspapers, whose advertising is 
in charge of F. J. Carlisle, with offices in the * 
Tribune Building, New York, and Hartford 
Building, Chicago. 

Any indication that you would like to 
talk the matter over with him will be prompt- 
ly attended to, 
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| -_ i 
ThezaMan2zWho 
Gets the Business 


























































advertises in the street cars. | 
That.is where you get the best | 
results for the least money. As 
a pure reminder there is abso- 
lutely nothing so direct and 
| striking as a card in a street car. | 
| There are many advertisers | 
who use the cars controlled by | 
KissAM regularly in the course 
| of a year and from their un- 
solicited testimonials we are 
given to understand that this 
form of advertising has yielded 
greater returns than any other 
| method. Ask us some ques- 
| tions about it. | 
| 




















| GEO. KISSAM @ CO. 


253 Broadway, New York. 
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Advertising 
Momentum 





2 Does it concern you to 
Know that in our street cars 
your advertising message 
gathers force as it speeds 
through the thoroughfares 
of America’s largest cities? 
2 OGhe most successful ad- 
vertisers testify, by their 
cards in our cars, to their 
belief in our way of multi- 
plying effectiveness. ¥ ¥ ¥ 
-@ Would this apply to you? 





Geo. Hissam @® Co. 


253 Broadway *” New York 








Written by C. H. Mills, Chicago. 
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How It Happened 











? 


I had one bad debt in 1goo, amounting to six dollars, and I 
filled nearly twelve thousand orders. My competitors lose 
dollars and oftentimes hundreds of dollars to my pennies, and 
you can gamble that these bad debts are made up by charg- 
ing double my prices, as no house could stand the pressure 
unless the margin of profit was enormous. 

How could you have one bad debt ¢/,as you advertise, you always get 
cash in advance? Others, I presume, are wondering how these things can 
be. Probably a “‘no good” check was the cause ; if so, would it be good 
advertising to say so? E. E. SMALL, 











N June 26, 1900, I received an order and check 
for six dollars from a,supposed reliable publisher 
in Massachusetts. I immediately shipped the 

goods, and about six days afterward my bank returned 
the check marked “ Not sufficient funds.’”’ I tried to 
stop delivery of the goods, but it was too late. Several 
letters were written to the fellow, but it was a waste of 
postage and I placed his name on my list of dead beats. 
If a fakir of this kind will deliberately send a worthless 
check to a cash-in-advance house, what earthly chance 
has acredit house of ever collecting an account from him ? 
In seven years I have filled 70,957 orders from over 
seven thousand different concerns located in all parts of 
world, and have only received ten bad checks amount- 
ing to $50. My competitors never have a good word for 
me or my goods, but were I not successful, my name 
would never be mentioned. Send for my price list and 
resolve to pay cash in future. Every time you pay two 
dollars for an ink which [am glad to sell for one dollar, 
you are helping to carry:-some dead beat who never pays. 
If my goods are not found satisfactory I cheerfully re- 
furrd the money and all transportation charges. Address 


PRINTERS INH JONSON, 
13 Spruce St., New York. 
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A JOURNAL FOR ADVERTISERS. 


Gro. P. Rowgeit & Co., Publishers, 1o Spruce St., New York. 


THE Twentieth Century Woolen 
Company, of Chicago, writes to 
its customers—retailing tailors— 
as follows: 

The Twentieth Century Woolen Co. is 
in receipt of frequent requests from its 
customers for hints on advertising, and 
while the best talent we have is always 
at the service of our patrons we be- 
lieve it would be profitable for tailors 
using the columns of their local papers 
to subscribe for PRINTERS’ INK, I0 
Spruce St., New York, a weekly pub- 
lication which is admittedly the best 
authority in the United States on ail 
matters relating not only to advertising 
but the promotion of business interest 
as well. The following excerpts from a 
recent number are readily adaptable for 
tailors’ advertising. 

Then follow extracts from the 
pages of “ Bright Sayings,”’ which 
have recently become so popular. 


Send ten cents for sample copy of 
Printers’ INk. Address 


GEO. P. ROWELL & CO., Publishers, 


10 Spruce St., New York. 
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is one of two morning papers 
in Kansas that prints the /// 
Morning Associated Press 
News. THE EAGLE has the 
largest circulation of any daily 
paper published in Kansas. 


AVERAGE (4,147 DAILY 





And prints 30 per cent more 
foreign advertisements and 
fifty per cent more local ad- 
vertisements than any daily 
paper published in the State. 


R. P. MURDOCK, Bus. Mgr. Wichita Eagle. 





- THE S.C. BECKWITH SPECIAL AGENCY, 
SOLE AGENTS FOREIGN ADVERTISING, 

47, 48, 49 & 59 TRIBUNE BLDG., 469 THE ROOKERY. 

NEW YORK CITY. CHICAGO. 
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(From Indianapolis Press, Oct. 20.) 


ALoveStory 
in Politics. 


Prohibition Organ Exposes the 
AMERICAN FARMER 


Fairbanks, Heath, Hanna and 
Overstreet Said to Hold Stock 
in Solon L. Goode’s Paper. 


Any one who is acquainted with 
Solon L. Goode, of this city, never 
would accuse him of being the pro- 
moter of a smooth political game. 
Consequently, there was a genuine 
sensation in political circles here to- 
day when copies of the Prohibition 
national organ were received. 

The article is entitled “ Hornswog- 


’ 


gling American Farmers.” Mr. Goode 
is the publisher of the American 
Farmer of this city, and the most 
amusing charge launched against him 
in the long article is that he is pub- 
lishing a serial love story, in which 
the hero abandons his burning passion 
at frequent intervals to ladle out large 
doses of straight Republican doctrine 
to the readers. 

The American Farmer, it charges, 
has been merged privately into a stock 
subscription concern, and it prints an 
alleged fac-simile of the first page of 
the subscription list, with the follow- 
ing subscribers in order given: M. A. 
Hanna, C. W. Fairbanks, C. N. Bliss, 
John Hay, Jesse Overstreet, Charles 
Dick, Perry S. Heath, William Scott, 
following which of 


nearly all the members of the Cabinet 


are the names 
and their assistants and many Senat 
ors and Representatives. 

A letter from Mark Hanna to Mr. 
Goode, indorsing the scheme, is repro- 
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duced in fac-simile, as is also a letter 
to Mr. Goode from Perry S. Heath. 

It is charged that, armed with these 
letters of indorsement, Mr. Goode has 
visited Republican committeemen all 
over the country and EXTENDED 
THE CIRCULATION OF THE 
AMERICAN FARMER INTO 
EVERY SECTION. 

THE POLITICAL LOVE STORY. 

It is claimed that the American 
Farmer’s manner of preaching Re- 
publican doctrine, like the way of the 
heathen Chinee, is peculiar. It repro- 
duces a letter in which Perry Heath 
seems to give Mr. Goode some first- 
class literary advice by advising him 
to publish a serial story, and the story 
is now running in the American 
Farmer, 
Line at Luzon; or, The Farmer Boy 
of Stubborn Hill.” 

In the first character the fallacy of 


entitled, “On the Firing 


free silver is set forth between the hero 
of the story and his father in the fol- 
lowing argument : 

“Why, father, can’t you see that by 
establishing free silver, as you argue, 
would ‘not give us bimetallism, but 
silver monometallism? Gold would 
be retired and be at a premium; there 
would be tremendous disturbances to 
our business interests; thousands of 
people would be ruined, and there 
would be no end to vicious specula- 
tion.” 

Then follow a few thrilling passages 
of the hero’s love affairs. 

It is charged that the paper’s edito- 
rials are of the same insidious char 
acter. The * * * charges that 
Joseph H. Brigham, first assistant sec- 
retary of agriculture, is president of 
the company. 

Few men in Indianapolis are better 
known than Mr. Goode. His office is 
on the eighth floor of the Majestic 
Suilding. It is claimed the American 
Farmer has a subscription list of 
100,000. 


Mr. Goode, when seén at his office, 


said he had no statement to make. 







































PRINTERS’ INK. 





PRINTERS’ INK. | 


A JOURNAL FOR ADVERTISERS. 


SSUE) EVERY WEDNESDAY. TEN CENTS A COPY. SUBSCRIPTION PRICE, 


"7 
roy 
— 


FIVE DOLLARS A YEAR,"IN ADVANCE, 


} 
| 
| 
| 
| 

A ConsuL in the West Indies, 
who desires his name withheld, on 
account of certain government regu- 
lations, writes under date of Novem- 
ber 26: 

PrinTERS’ INK comes regularly to the 
Consulate and is read not only by me but by 
all of my family and many visitors. It is 
bright, interesting and valuable I keep it 
regularly on file and often refer to it. Itis 
\ really a magazine and treats of advertising in 
a literary, as well as in a trade or technical 
manner. It is full of information that is of 
the utmost importance, and, what is still more 
valuable, of absolute reliabil.ty. I have found 
} it of very great assistance more than once in 
replying to merchants and others desirous of 
doing new business with the United States. I 
myself have purchased more than one article 
simply because I have read a write-up of it in 
Printers’ Ink, and have yet to regret having 
made any of these purchases. 

In replying to inquiries from business men in 
the United States; in advising business men 
here; in furnishing special reports, on possible 
new business to be done, to the Department of 
State; in all of these I have found the adver- 
tising lessons of Printers’ INK of the greatest 
assistance. Whatever Printrses’ INK has to 
say it says clearly, lucidly, interestingly. It 
| comes right to the point and wastes no verbiage. 
There is no ‘“‘ padding’’ to be found in the 
pages of Printers’ Ink. It is, therefore, an 
excellent model of style in writing. Even its 
mere advertisem:nts are interesting reading. 











Send ten cents for sample copy of PrinTERs’ 
Ink to Geo. P. Rowell & Co., Publishers, 
No. 10 Spruce St., New York. 
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THE CHINESE AS BUSINESS 
MEN 


The October Century contains 
an article on the foregoing title, 
by Sheridan P. Read. ex-consul of 
the United States at Tien-Tsin, 
China. It is exceptionally inter- 
esting, as the following extracts, 
here reproduced by the Century's 
permission, indicate: 

The Chinese merchant repre- 
sents the class that bears half the 
burden of maintaining a com- 
merce with the whole civilized 
world, the vastness of which is 
apparent in the magnificent trade 
centers of Shanghai and Hong- 
kong, and is recognized at every 
port of departure, in Europe and 
America, of the great mail steam- 
ers bound for China. This ever 
increasing commerce would be 
impossible were it not for the fine 
sense of business integrity pos- 
sessed by the Chinese merchant. 
It is he alone who, through 
riots, wars and tribulations, re- 
mains the friend of the foreigner. 

The certainty that the Chinese 
merchant will, if he has under- 
taken a contract, deliver the goods 
within the terms of the contract, 
assures the American buyer that 
he will find at the best houses the 
same chop of tea from year to 
year, the same grade of mattings, 
and a fire-cracker of the exact 
grade ordered. Neither do the 
manufacturers of — straw-braid 
goods, nor the dealers in pongees 
and silks, feel any uncertainty 
with regard to deliveries under 
contract with China. They know 
that only such contingencies as 
they themselves would recognize 
as valid will prevent the timely de- 
livery of the goods. This Chinese 
characteristic, possessed by the 
Chinese merchant alone of all Ori- 
entals, is the perfection of mer- 
cantile honor. That he rarely 
fails to deliver his goods is also 
due to the fact that he calculates 
to a nicety—to such a nicety as in 
the Western world is approached 
only in Germany. He will tell you 
frankly wherein lies the difficulty, 
if there is any, of delivering a 
certain grade of goods. It may be 
that floods have devastated a cer- 
tain district which produces the 
requisite raw materials that enter 


into the manufactured article. His 
price is based upon the value of 
copper cash, and the scarcity or 
abundance of material, and _al- 
though he has to confront the diffi- 
culty of transportation, the possi- 
bilities of strikes, and other ob- 
stacles, it is a fact that all large 
dealers arrive virtually at the same 
price at any given time. 

So sure is the foreign merchant, 
say, at Canton, of this, that he can 
confine his operations in one line 
of goods to a few Chinese mer- 
chants. He need not go afield to 
see if he can make better terms. 
In fact, he need rarely leave his 
office, as the Chinese merchant 
calls daily in the hope of getting 
orders; and although he may not 
be successful for six months, and 
even at the end of that time the 
order may be only a small one, he 
never evinces impatience, disap- 
pointment, or chagrin, but is a 
shining example of the “try, try 
again” rule. 

At the end of a business season 
the Chinese merchant will not in- 
frequently say, in that weak, baby- 
ish dialect which is the medium 
for conducting so many great 
transactions: “Me _ losee_ too 
muchee dollar ‘long that matting 
pidgin this year.” which simply 
means that “I didn’t make as much 
as I expected to.” Nevertheless, 
he will always meet the payment 
of any claim, and be ever ready 
to “puttee book’’-—that is, enter 
fresh orders. 

This “puttee book” business is 
as valid and binding as a signed 
contract. It means that when the 
Chinese merchant has taken out 
his note-book and_ entered the 
quantity of goods desired, the 
time of delivery, and the price, 
and you have observed the proced- 
ure, the contract has been sol- 
emnized. It is upon so simple a 
ceremony that all China’s vast ex- 
port business with us reposes. 

In the matter of imports, how- 
ever, when the foreigner has con- 
tracted to sell to the Chinese cot- 
ton piece-goods, flour, implements, 
timber, etc., a contract is drawn up 
and signed by both parties. 

This style of contract is essential 
to the foreign merchant, whose 
business operations are naturally 
conducted upon bank credits. 
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There is not a foreign bank in 
China that will not issue a credit 
for the purchase of goods to a rep- 


utable foreign firm that has a 
credit with a reputable Chinese 
firm. 


The bank’s comprador is sup- 
posed to know the rating of all 
leading Chinese firms, and the for- 
eign banker issues the credit on 
the faith which he has in his own 
comprador’s recommendation. 

In North China, which consumes 
annually ten million dollars’ worth 
of cotton goods, mostly un- 
bleached, the Chinese cotton-goods 
or piece-goods dealer requires, 
after receiving the goods, sixty 
days’ credit for the payment of the 
same. This time credit is essen- 
tial to him, as he resells to small 
dealers on time. For this reason 
it is customary for the foreign 
merchant, for the use of his home 
agent, to take out a foreign bank 
credit against which drafts are 
drawn at four months’ sight. In 
other words, as it takes about 
thirty days for a communication 
to reach China from New York 
by mail, five months will have 
elapsed from the time of the draw- 
ing of the draft in New York until 
it has been retired in China. 

During these five months ninety 
days is ample time within which 
to receive the goods via the Suez 
Canal, the usual method of ship- 
ment for bulky cargo, and the re- 
maining sixty days covers the 
time ‘credit required by the Chi- 
nese merchant. At the end of the 
sixty days he makes payment to 
the foreigner, usually in the form 
of a native bank draft. 

Of course crises like the present 
are noc in the general order of 
things, they are not contemplated, 
and it is certain that, with Tien- 
Tsin in ashes, many of the large 
native dealers in that city will have 
to suspend payment. But it is also 
certain that the Chinese merchants 
and bankers will work in harmony 
with the foreign merchants and 
bankers to prevent a commercial 
panic, such as would follow were 


the metropolis of New York City 
to be wiped out of existence. 

A reactionarv movement against 
the present disturbances will origi- 
nate not with the official, 
the literati; 


not with 
but it will spring from 
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the will of the common coolie and 
the staid, sensible, clear-eyed mer- 
chant, both of whose interests, to- 
gether with those of the native 
producer, are everywhere suffer- 


ing. This is the saving feature of 
the whole situation. The mer- 
chants throughout China, in a 


state of dazed quiescence at the 
beginning of these troubles, are 
already bringing pressure to bear 
upon their officials in the unaffect- 
ed parts of China to preserve the 
present status quo of order. 

I have referred several times 
to the comprador. For twelve 
years I tried to get a clear and 
concise impression of this useful 
personage. The nearest I can 
come to a definition is this: <A 
comprador is the person without 
whom one cannot do business in 
China. He resembles somewhat 
the paymaster of a big warship, 
and he is certainly just as essen- 
tial. It is he who collects all the 
moneys due the firm, and by this 
we mean that when he is handed 
an account to collect it is consid- 
ered as collected, and goes through 
theaccounting department as funds 
immediately available. (The com- 
prador’s private opinion of this 
phase of his duties has never been 
recorded.) The firm’s checks in 
payment for cargo are generally 
drawn upon the comprador, whose 
profit comes out of the recipient 
at the rate of three-tenths of one 
per cent on the dollar or the tael, 
as the case may be. 

It is the comprador who guaran- 
tees the integrity of all the firm’s 
employees and house servants, and 
it is his pocket that suffers if one 
of these goes astray. He can well 
afford to do this, as his opportu- 
nities for making money through 
his connection with a well-to-do 
foreign house are greater than one 
would imagine. His position gives 
him the chance to conduct a pri- 
vate banking business, advancing 
money on cargo awaiting ship- 
ment, etc. Sometimes he holds 
large sums o* the firm’s funds, 
and there are also times when the 
firm finds it convenient to pro- 
cure native credits through the 
comprador. I do not think a case 
was ever known where a compra- 
dor became indebted to a foreign 
firm, although I have in mind 








numerous instances where the 
comprador owns the foreign firm 
body and soul. The comprador, 
even in such a case, is an easy 
taskmaster. It is he who bears 
the burdens and it is the foreigner 
who has the “good face.” 

The comprador, finally, is the 
friend of the young subaltern of 
the firm, who invariably has the 
misfortune early in his Eastern 
career to fall into debt. The com- 
prador cuts short his tale of woe 
by the two words, “How muchee?’ 
Lucky is the young cadet who 
emerges thereafter from the debit 
side of the comprador’s inexorably 


accurate books; but, whatever 
happens, the friendship thus 
formed endures throughout the 


foreigner’s mercantile career. 

The comprador is always 
wealthy (or if he is not no for- 
eigner ever finds it out), and he is 
sometimes a mandarin. 

A comprador usually has his set 
of apartments in the firm’s prem- 
ises, and these are a general ren- 
dezvous for native bankers, bro- 
kers, merchants, piece-goods deal- 
ers, etc. As no business in China 
is ever conducted among natives 
without innumerable cups of tea, 
the teapot of the comprador can be 
seen all day long carried by little 
eager eyed “larn-pidgin” back and 
forth from the hot -vater kitchen 
to the comprador’s reception room. 

A comprador has a fixed salary 
outside of his commissions, and 
also allowances for staff and en 


tertainment. He has his own pri- 
vate kitchen on the premises, a 
special cook, writer, etc. Often 


his small son is numbered among 
his staff, eager to follow in his 
father’s foot:teps, and anxiously 
pressing forward to wear the com- 
prador’s halo. 

In middle age the comprador be- 
comes portly and complacent, like 
the well-to-do banker or merchant 
of Western nations. He can be 
seen from afar in his easy, 
wheel jinrikisha. or walking im- 
portantly down the bund, with his 
skirts swinging gently—he wears a 
long toga-I'ke garment—palms 
outspread, betokening satisfaction. 
the very nicture of a contented. 
comfortable, pig-tailed (generally 
a sinall one by this time) bour- 
geois. Like all Chinese merchants. 
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he is richly dressed and extreme- 
ly neat and clean in his person. 
The barber evidently visits him 
every day. Some of his earnings 
are invested in foreignized, ornate, 
rather heavily embellished houses, 
which are in a style of architecture 
so distinctly affected by this excel- 
lent class of men that in the for- 
eign settlements it is styled, not 
the Doric. but the _Compradoric. 


LIKE A FLOCK OF GEESE. 
Advertisers, to a 


certain extent, are 
like a flock of geese. in that they are 
apt to be led into trouble through de- 
coys, and if ever there was a decoy it 
is the good, old reliable advertiser who 
for his very life couldn’t tell whetner 
any one paper pays him or not. His 
contract year after year with a publi- 
cation attracts others—if the solicitor is 
any good whatever.—Catholic News. 














“WORLD'S GREATEST" 


THE MUTUAL LIFE INSURANCE C0. 


FOUNDED Im 1843. 
RICHARD A. McCUROY, Prosident. 
The Leading AMERICAN Life Insurance Company and 
the Largest Financial Institution Ia the WORLD, 
ASSETS — THAN 7 THE CAPITAL OF awe FOUR 
REAT BANKS OF THE WORLD 
$86, 037, 935 
36,500,000 
28,560,000 





Bank br England, - 
Bank of Franc ..@ « 
Imperial Bank o: Germany. 
—_ of Russia, - se zis ae 


Mutual He Assets, Dec. 31, 1899, ”°$301,044,537 


TRANSACTS THE LARGEST BUSINESS ON THE NORTH AMERICAN CONTINEST, 


$514,117,946 





™m rv 
Par ro roLicy HOLDERS 8isCe OV VER 


Write for rates eng an on of Ihe new policy to 
WILLIAM B. CARLILE, Manager, 
Oricago Genere! Agoncy, TACOMA BUILDING 
HENRY BARNET, Special, 145 La Satie St 


REMINDER’! 
MOET & CHANDON 


“WHITE SEAL” 


CHAMPAGNE. 


Shipping ONLY the celebrated vintage of 1893, 
of which we have in reserve sufficient for several years. 

The house of MOET & CHANDON owns more vinee. 
yards than all of the following houses combined Clicquot, 
Piper Heidsieck, Monopole, Ruinart, G. H. Mumm, Pome 
mery & Roederer. 

The sales of MOET.& CHANDON throughout the 
world greatly exceed those of any other brand 

















MOET & CHANDON champagne is served exclus- 
ively at most of the PROMINENT BANQUETS AND 
SOCIETY FUNCTIONS. 





GEO. A. KESSLER & CO.. Sole Importers. 





OCCASIONALLY COM PARISONS MAKE  IN- 
TERESTING ADVERTISEMENTS. THE TWO 
ABOVE, GREATLY REDUCED ARE IN- 


STANCES, 











WHAT THE “INLAND 
PRINTER” DID. 


I think that the man who dis- 
covered that “comparisons are 
odious” discovered that “statistics 
are dry,” but the discovery was un- 
doubtedly made when reading 
some statistics that did not direct- 
ly concern his financial welfare. 

The fact remains that statistics 
relative to the actual returns of 
different kinds of advertising are 
the most juicy kind for the man 
who is about to put his hard earn- 


ed money into an _ advertising 
venture. 

And _ I often wonder’ why 
PrinTERS’ INK does not receive 


more communications from parties 
who could give interesting facts 
and figures without giving away 
any business secrets. 

The Printers’ INK editorial in 
the August 22nd issue, concerning 
the excellence of the Jnland Print- 
er, has prompted me to tell some 
of my experience w:th that unique 
periodical. 

Some years ago, when I was in 
the printing business, I issued a 
specimen book at fifty cents a copy. 

A quarter page advertisement in 
the Inland Printer, which cost 
$18.75 brought in about fifty dol- 
lars in a little over a month, and 
that particular advertisement 
brought in orders with a good 
deal of regularity for several 
months and with much irregular- 
ity for fully two vears. 

Small “want ads” in later edi- 
tions brought excellent returns. 

Later, I reduced the price of the 
book to twenty-five cents and, 
according to my best recollections, 
a five or sx line advertisement 
brought cash returns amounting 
to twelve or fifteen times as much 
as the cost of the space. 

Still later I tried offer:‘ng the 
copics of the book at ten cents and 
then a_ seventy-five cent liner 
brought about fifty dimes in a very 
short time. 

Quite a number of people who 
ordered long after I had stopped 
advertising stated that they had 
seen my advertisement in bound 


volumes of the /nland Printer. 
Most of the orders that came a 
year or more after I had stopped 
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advertising were fifty-cent orders. 
That, of course, was proof that 
the small advertisements, offering 
the book at twenty-five cents and 
at ten cents, had been overlooked— 
a more natura] result from look- 
ing over a whole volume than 
from looking over a single copy. 

A number of orders came from 
foreign countries, but I do not 
think that necessarily implied a 
very large foreign circulation. 

The man in London, or Mel- 
bourne, who will take the trouble 
to send to Chicago for a trade 
paper is pretty sure to be one of 
the few who will take the trouble 
to send to America for specimen 
books and other things. 

At about that time, the Jnland 
Printer issued a map on which 
the number of copies sent to each 
foreign country was indicated. 

I believe there were but three 
copies sent to France and yet 1 
received an order from Paris. 

During the time I was getting 
such returns through the Jnland 
Printer I advertised the same book 
in the same manner, and at the 
same price, in two other printers’ 
journals and in neither case did 
the returns cover one-half the cost 
of the advertising. 

Later, I wanted a printer. 

In order to avoid too many re- 
plies I tried to be very exacting. 

I used ten lines of space (cost, 
$4.00) to make it clear that I 
would be pretty hard to suit. 

But in a very few davs after the 
edition had been circulated I had 
received more thtn two hundred 
replies and fully a bushel of 
packages of samples. 

Nearly all of these replies came 
from young men who were already 
holding good positions but who 
were keeping tab on the help want- 
ed column in hopes that they might 
better themselves. 

Later, again, I had a printing 
plant to sell. 

ten line classified advertise- 
ment (cost, $4.00) one time in the 
Inland Printer resulted in a cash 
sale very promptly. 

I received about fifteen letters 
of inquiry and found three of the 
inquirers seriously interested. 

If the man who turned out to be 
the buyer had not put in an appear- 
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ance I am sure I could have sold 
to number two without further ad- 
vertising. ; f 

I have had various kinds of ex- 
periences with a variety of other 
trade journals and in every in- 
stance where I have used my ex- 
periences w:th the /nland Printer 
as a basis for circulations I have 
overestimated the pulling powers 
of the other journals. ; 

The Inland Printer is certainly 
unique. Hotits Corsin. 
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AN ADVERTISING ROMANCE. 

BioomssurG, Pa., Jan. 10.—‘*Wanted, 
information of the whereabouts of Mary 
Alcorn, wife of the late George Alcorn, 
who was killed on the P., W. & B. Rail- 
road, at Wilmington, Del., in 1877. Mrs. 
Alcorn’s maiden name was Mary Went- 
zell, and she was born at Alloway, N. J 
Address David Eugene Alcorn, 346 Cath- 
arine street, Bloomsburg, Pa.” 

This advertisement in last Sunday’s 
Inquirer has already ended the twenty- 
year separation of mother and son, and 
has, as if by magic, brought them to- 
gether and after a mutual despairing 
search of ten years. It is a strange tale. 

At the age of two young Alcorn was 
placed in the care of the Home Mission- 
ary Society, of Philadelphia, his mother, 
owing to the destitute circumstances that 
followed her husband’s death, was unable 
to keep the child. The society, when he 
was but a little chap, turned him over 
to Mrs. Mary Allatt, of the Falls of 
Schuylkill. He was subsequently re- 
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turned, and given by the society into 
the care of Edward Cahall, a Maryland 
farmer; Levi Grosscup, of Hancock’s 
Bridge, N. J.; George Davidson, of Vine- 
land, N. J., and again to Mr. Grosscup 

As young Alcorn grew into manhood's 
estate the one burning desire of his life 
was to find his mother, enjoy a mother’s 
love and to provide for her in her old 
days. He employed almost every possi- 
ble method of locating her, but all failed. 
From place to place he wandered, fol 
lowing will-o’-wisps that always ended in 
bitter disappointment. At last he came 
to Bloomsburg as the result of an ad- 
vertisement which he placed in a paper. 
His mother, he thought, had worked 
here at one time. 

When he came it was only to learn 
that Molly Alcorn, of Bloomsburg, was 
not his long-longed-for parent. He is 
now twenty-four years of age and has 
been making his home while here with 
Mr. F. M. Gilmore, and finally, as a last 
resort, he put the advertisement in the 
Inquirer, It was a last effort, and much 
te nis surprise upon the day following 
its insertion he received a letter from 
Charles D. Bowman, 517 Taylor avenue, 
Camden, N. It said: 

“The wife of George Alcorn is now 
my wife. She had one son, David Eu- 
gene, but being in destitute circum- 
stances, was obliged to put him in a 
home. She has made many inquiries at 
the home, but was unable to get any 
trace of the boy. Her husband and 
your father was killed at Wilmington, 
Del., in July, 1877. This is the person 
you are looking for.” 

Young Alcorn’s whole life 
changed as the result. 


3 has been 
From a sad, anx- 


ious man, he has become light-hearted 








and happy.—Philadelphia (Pa.) Inquirer. 


IN A CLASS OF ITS OWN. 
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IN A i$ OF FIFTEEN 
HOUSAND 


HOW MACK & CO. HAVE SECURED AND 
ARE KEEPING THE TRADE OF THEIR 
TERRITORY, 


Probably the larg largest store in 
Southeastern Michigan outside of 
Detroit is that of Mack & Co., Ann 
Arbor. Its customers come from 
all over Washtenaw County and 
even from adjoining townships in 
other counties; and honest and 
progressive business methods are 
constantly increasing the already 
large trade. The store occupies 
three large floors, and the stock is 
divided into twenty-two depart- 
ments, among them being lines in 
dry goods, furniture, carpets, dra- 
peries, ladies’ shoes, gents’ furnish- 
ings, millinery and bazaar goods. 

The firm’s advertising requires 
all the time of a trained and com- 
petent man, Mr. William Tuomey, 
whose well-directed efforts deserve 
much of the credit for the store’s 
success. Mr. Tuomey believes in 
printers’ ink, and his employers al- 
low him to use it much more ex- 
tensively than is usual for a store 
of the size in a city of 15,000. 

The representative of PRINTERS’ 
Ink called on Mr. Tuomey the 
other day, and the following inter- 
view was the result: 

“What mediums do you use, and 
how extensively do you use them?” 

“We have regular contracts with 
every daily and weekly paper pub- 
lished in Washtenaw County, those 
in the neighboring city of Ypsilan- 
ti excepted. There are two dailies 
and four weeklies in Ann Arbor, 
and in these we use from half a 
page to a page of space nearly all 
the time. Ads in the weeklies are 
changed with every insertion, and 
fresh copy is furnished for the 
dailies once or twice a week. We 
take smaller spaces in the country 
weeklies, and find that we can use 
them to advantage. We advertise 
all the year round. During the 
busy period in the fall and early 
winter we take a great deal of ad- 
ditional space.” 

Here the correspondent saw a 
chance to ask a favorite question, 
“Mr. Tuomey, which do you find 
gives you best returns in propor- 
tion to the expenditure, the daily 
or the weekly?” 
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“We have never been able to de- 
termine that question exactly, but 
this we do know: that it is impos- 
sible to reach the city people 
through the weeklies, and that 
country trade cannot be secured 
through the dailies. Hence we do 
not think we can afford to do with- 
out either the dailies or the week- 
lies. Both are necessary.” 

“Do you ever circularize?” 

“Extensively, About once a 
month we get out 6,000 large post- 
ers, designed like a four- -page 
newspaper, and these are distrib- 
uted around town and throughout 
the county. Then we use thou- 
sands of smaller bills, from six- 
teenth sheets up. One favorite 
plan is to have some of the best 
ads from the papers reprinted in 
the form of dodgers, and these are 
placed in every house in town. 
Hardly a week goes by when we 
do not get out something.” 

“Do you use novelties?” 

“We never devote any time or 
money to gift schemes or anything 
else of the sort. We are not doing 
business for the fun_of the thing.” 

“What methods do you use for 
reaching the people aside from 
those already mentioned ?” 

“We have placed mile-boards 
along a number of roads leading 
into the city, and occasionally we 
patronize a church programme. We 
do not look for results from the 
latter, however. Then we take 
space in the college publications.” 

“Does your advertising pay?” 

“Without any question. We 
never make any promises that we 
cannot fulfil to the letter, and we 
find that each successive year gives 
a more than proportionate increase 
of returns over expenditures.” 

Vircit V. McNirrt. 
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it “stuck out.” 
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QUAINT ENGLISH ADS. 


“Can you tell me the name of 
this station, please?’ 

It was on the London Under- 
ground Railway, the old Metro- 
politan, not the new “Tuppenny 
Tube.” The train shot out of the 
mouth of the pit into the semi- 
twilight of a station as I put that 
not unnatural question to an 
American gentleman who occu- 
pied the corner seat of the car- 
riage. The American obligingly 
lowered the window and peered 
out into the thick carbon fog. 
There was a wild scurrying of 
passengers; guards shouted, doors 
slammed and the train plunged 
again into the reeking horror of 
the horizontal chimney. 

The American hastily drew in 
his head and raised the window 
to keep out the foul, sulphurous 
blast of the tunnel. Then he 
turned to me and said solemnly: 
“That station, madam, was Bovril. 
The one before that was Brook’s 
Soap, Monkey Brand. Before that 
there was—let me see—Nestle’s 
Milk and Mazawatee Tea and Sun- 
light Soap and Colman’s Mustard 
and Reckitt’s Blue. I don’t know 
what you will do, madam, but as 
for me, I shall stay on this train 
until we come to some station with 
a Christian sort of name.” 

Inwardly chuckling, I showed 
the bewildered man the list of met- 
ropolitan stations in his Baedeker, 
and then, catching sight of “Baker 
street” in the gallery of signs on a 
station wall, I hastily left the train. 

As I climbed the grimy, adver- 
tisement-emblazoned stairs to the 
surface, I resolved to treasure up 
that incident for the comfort of 
those at home. English travelers 
have so jeered our advertising out- 
rages upon architecture and scen- 
ery that I fancied we were of all 
nations most culpable. But after 
a season’s residence in England, 
I hold America excused. Our ad- 
vertising efforts are modest, even 
feeble, beside those of our British 
cousins, A London bus is a mere 
advertising van with accommoda- 
tions for passengers. It takes al- 
most as long to read one through 
as to read a daily paper. The des- 
tination of the bus is marked in 
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inconspicuous letters, the smallest 
on the canvas-decorated vehicle, 
and the chances of disentangling 
those letters from the maze of ad- 
vertising announcements about 
them in time to hail the bus you 
want is smaller still. Until this 
month every tram car in London 
had its windows decorated with 
transparent advertisements, com- 
pletely shutting out the view of 
the streets. “Scapa,” the English 
society for the prevention of ad- 
vertising disfigurements, has just 
scored a notable victory against 
these transparent abominations. 
But as yet they have not overcome 
the literary bus. English railway 
stations, like the stations of the 
London Metropolitan, are so thick- 
ly plastered with encomiums on 
various matches, soaps, cocoas and 
baby foods that one must look 
sharp indeed to decipher the name 
of the town It is true the En- 
glish are innocent of the most hein- 
ous sins against scenery. They 
have not yet attempted to harness 
the Falls of Lodore, as we are 
harnessing Niagara, nor to quarry 
away the mountains of the Lake 
region, as we are quarrying away 
our Palisades. But in the desecra- 
tion of landscape by advertising 
placards they are but little behind 
us. As certain of their own agi- 
tators have said, “You cannot go 
to an English seaside resort of any 
size without the value of the pills 
and the mustard and the soaps 
and the starch being forced on you. 
The cliffs, the beach, the bathing 
establishments, even the sails of 
the sea are utilized as heralds ofa 
commercialism run mad.” 

I Lave been devoting some time 
to the study of English signs, try- 
ing if possible to get at the philos- 
ophy behind them. I very soon 
arrived at the conclusion that the 
English have in advertising, as in 
speaking, a very distinct way of 
their own. Often it is as good a 
way as ours, though it strikes an 
American as extremely queer. 
“Oddments in Men’s Vests” may 
be just as logical as “Novelties.” 
Far be it from a _ provincial to 
judge. Certainly “Commissioner 
for Oaths” is as reasonable as 
“Notary Public.” But in many re- 
spects English advertising strikes 
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me as unpsychological. For one 
thing their Way is often a very 
long way. “The Very Best Boots 
for the Public to Buy,” naively 
announces the little shoemaker. 
“A Great Loss, but Better Than 
Carry Over Another Season” con- 
fidentially affirms the man who is 
“Selling Off, Declining Business.” 
Carriages are not only to let, but 
“To Be Let on Hire.” English 
haberdashers offer not merely rem- 
nants, but “Remainders, Miscel- 
laneous Lots and Throw Outs.” 
They have even time to be senti- 
mental—witness, “Far, Far and 
Away the Best Night Lights.” 
Quite in opposition to the Amer- 
ican theory which aims at snap- 
shot, monosyllabic effects, the 
English tradesman revels in sound- 
ing, mouth-filling phrases. He is 
by preference a purveyor, or fac- 
tor, not a seller or maker. His 
bric-a-brac shop is a “Fancy Re- 
pository.” His poormaster’s office 
is a “Mendicity Office and Soup 
Kitchen.” He urges the public to 
“Save Shopman’s Profits,’ and to 
“Avoid Mendacious Imitations.” 
This taste for grandeur is un- 
doubtedly fostered by the numer- 
ous special appointments of the 
Royal family. With the water- 
proofers, lacemakers, purveyors of 
meat, ginger ale or black lead to 
the Queen, or of whiskv or high- 
class cigarettes to H. R. H., the 
Prince of Wales, it is no wonder 
that simplicity is at a discount. 
So highly is the patronage of roy- 
alty and nobility valued that a cer- 
tain hot and cold wat- tap is ad- 
vertised as ‘Invented by Lord Kel- 
vin, Sir William Thomson.” 
While what I have just said 
about the English love of lengthy 
advertisements is true, I ought in 
justice to admit that they occa- 
sionally go to the other extreme. 
Nothing could exceed the terse- 
ness of the sign placed in lodging 
house windows—simply “Beds.” 
Nor could anything be more tan- 
talizingly economical than the ad- 


vertisements in London papers, 
such, for instance, as this: “Want- 
ed, a cook. No fringe, knives, 


beer or boots.” 

Another vexatious trick of the 
English sign-maker is that of 
plumping down the name of a 
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tradesman in the very midst of the 
disrupted list of his vocations. 
This is commonly enough done in 
America, only in England they 
take no pains to differentiate, by 
lettering, lines or spaces, the 
tradesman from his trades. There- 
fore you read, perhaps, ‘“Ecclesi- 
astical & Miss Newbury Art Nee- 
dle Work.” The difficulty is often 
increased by the distinctly unpars- 
able character of the legends; wit- 
ness—Baker, Flour, Corn, W. 
Parsons, Meal Factor.” Indeed, 
grammar seems to be the weak 
point with many an English trades- 
man. You see such signs as 
“House to let or sold,” “Sun Fire 
Office, the Only Purely Fire Of- 
fice,’ ““Shoeing & General Smith.” 

But if they get their syntax 
mixed, they mix their occupations 
worse. M,. Bone, of Canterbury, 
is both chimney sweep and mason, 
In Durham the sign of one Pea- 
cock reads, “Cabinet Maker, Fur- 
niture Removed, Funerals Fur- 
nished.” But the climax of in- 
congruity is reached by a firm in 
Exeter whose sign includes, be- 
side painting, papering, upholster- 
ing and general furnishing, “Val- 
uation for Probate and Transfer, 
Surveys for Dilapidations and 
General Repairs, and Funerals 
Personally Conducted.” (Query, 
do even the disembodied spirits 
“follow the man from Cook’s” ?) 

Apropos of funerals, I noticed 
in Holborn a showcase full of 
strange-looking pictures. Upon 
inspection they proved to be pho- 
tographs of cadavers, laid out in 
full mortuary splendor! Under- 
neath ran the legend, “Economy in 


Funerals. Try Our Three Guinea 
Respectable Interment. One Trial 
Only Asked.” 


Scarcely less grewsome was the 
display of Mr. Smith, surgeon- 
dentist, a few doors beyond. A 
small showcase inclosed a com- 
placent skull, grinning perhaps to 
think his dental trials were over, 
set with an imposing array of pink- 
gummed artificial teeth, at 15s. the 
set. Over the top of the case were 
painted these alluring words, “Dis- 
colored and Decayed Teeth Made 
White and Stopped.” 

Apparently the English are less 
sensitive to suggestions of mortal- 
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ity than we. Either that, or else 
they are painfully lacking in sense 
of humor. The beautitul ceme- 
tery of Bunhill Fields, where Bun- 
yan and De Foe are buried, bears 
a placard over the entrance, “This 
graveyard is intended by the Cor- 
poration of London as a recreation 
ground for the public.” And so 
the public picnics merrily among 
the tombstones! The inscription 


on a family tomb in this cemetery 
affords another example of En- 
glish obtuseness to incongruity. 


The stone announces with lawyer- 


like conciseness, “The Within 
Have Gone to Rest.” 

Abundant illustration of this 
British lack of sensibility to the 


ridiculous is furnished by the cus- 
tom of naming all sorts of shops 
after famous buildings in the 
neighborhood. This produces such 


peculi ar combinations as MC athe- 
dral Bread & Cake Baker, “Cath- 
edral Pawnbroker,” “St. Mary’s 
Distillery” and the like. But even 


pleasanter effects than these are 
achieved by the purely British hab- 
it of sprinkling choice French 
phrases through an English adver- 
tisement. At home I have seen 
English signs done in the idiom 
of the Fatherland—such as, for in- 
stance, “Eating Is Ready Now, 
Yet.” But we usually take our 
French straight. Not so the En- 
glish. An Exeter tailor declares 
himself a ‘Ladies’ Tailor, Cos- 
tumer, Habit and Breeches Mak- 
er.” A London firm advertises 
“The only purely Grand Prix for 
toilet soap,” while a big English 
magazine proclaims itself ‘Hors 
concours !—That is, alone, in front 
of all competitors, stands the 
Strand.” 

After all, the most unique and 
interesting of the English signs 
are those which have survived on 
inns and public houses from the 
days of the picturesque old swing- 
ing signboards. Their painted and 
carven glory has departed, but the 
queer names still remain. 

One who is at pains to investi- 
gate the origin of these curious 
old signs will find that they lose 
none of their charm by explana- 
tion. There are, of course, the 
perfectly explicable trade symbols, 
the “Spotted Cows,” “The Shoul- 


5 lost 


INK 25 


ders of Mutton” and “The Jolly 
Millers.” But in many cases the 
symbolism is_ scarcely obvious. 
“The Blue Boy” was at first the 
sign of a toy shop patronized by 
the Blue Coat Boys. “The Black 
Boy,” on the other hand, is the 
recognized sign of the tobacconist. 
“The Green Man” is undoubtedly 
Robin Hood, but what the “Blue 
Man” of Lincoln meant nobody 
knows. “The Fish,” or “The 
Three Fishes,” is adopted as a tav- 
ern sign because of the fabled pro- 
pensity of the fish for drink, and 
the prevalence of Boots, Golden 
Slippers and the like is said to be 
due to the tippling habits of the 


cobblers. A similar explanation is 
given for the popularity of the 
swan. With a touch of Anacreon’s 


philosophy the old rhyme pleads, 
“This is the Swan that dips her 
neck in water, 
Why not we as well as she drink 
plenty of ale and porter. 

But could you fathom the sig- 
nificance of all the elements of 
sign language, you would have still 
to reckon with the pranks which 
time has played with them. The 
ancient sign consisted merely of a 
painted picture without a label. 
These pictures the public ce 
with names not always strictly i 
accordance with the artist’s mn 
tion. Thus Bacchus astride a tun 
became in popular parlance “The 
Boy and the Barrel.’’ A hart, cum- 
bent, on a mount, in a park paled, 
its heraldic significance and 
became “The Buck in the Park.” 
Popular corruptions of mythologi- 
cal and historical names are per- 
petuated down to the present day. 
“The Bull and Mouth” was once 
“Boulogne Mouth,” in celebration 
of a victory of Henry VIII., and 
“The Devil and Bag of Nails” is 
a vernacular rendering of “The 
Satyr and Attendant Bacchanals.” 
Changes in politics are responsible 
for still further distortions. At 
‘the time of the Commonwealth the 
inn known as “Catharine’s Wheel” 
in allusion to Catharine of Ara- 
gon, was rechristened by the Puri- 
tans “The Cat and the Wheel ;” 
while “King Charles in the Oak,” 
commemorating the monarch’s es- 
cape at Boscobel, was discreetly 
disguised as “The Crow in the 
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Oak.” In the days of Richard III. 
White Boars, the king's chosen 
badge, were more common on 
signboards than in nature. But 
after his defeat and death the 
white boars were all painted blue. 
Moreover, tradesmen frequently 
added to their own devices those 
of former occupants of their shops, 
or of their former masters, produc- 
ing such curious combinations as 
‘The Angel and the Sun” and 
‘The Sugar Loaf and Three Cof- 
fins.’ Then, too, religious sym- 
bols changed their significance, 
with strange results. The sign of 
the “Good Woman,” a female fig- 
ure holding her head in her hand, 
was originally intended to repre- 
sent a blessed martyr. But time 
has transformed it into the “Quiet” 
or “Silent Woman,” in jocular al- 
lusion to feminine loquacity. 

To the custom, very prevalent at 
one time, of calling a man after 
his sign, England owes some of 
her oddest surnames, William, 
proprietor of the Peacock, was 
known as “William of the Pea- 
cock,” and his son and heir be- 
came in time merely William Pea- 
cock. This doubtless explains such 
names as Bee, Duck, Dove, Crow, 
Griffin, Horn, etc., so common on 
English signs. What it does not 
explain is the persistence of such 
names, and others of much less 
agreeable significance, despite the 
unpleasant consequences to the 
bearer. Norman Swindle, or Rich- 
ard Trickey, would find it difficult, 
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Money Fisher or Arthur Snow- 
ball. The English are acute enough 
to see the advantage of such pun-. 
ning signs as “Cain the Able Tail- 


or,’ and “Joint & Coy, Purveyors 
of Fine Meats.” Then why can 
they not see the fatal sugge stive- 
ness of “Pill’s Rest \urant, 

‘Toombs, the Surgeon,’ and 


“Martyr's Hair Cutting Rooms’? 
If reverence to ancestral tradition 
keeps them true to such unsavory 
appellations, how much credit they 
deserve that they do not emigrate 
to America, leaving their trouble- 
to America, leaving their names 
behind them.—Boston Transcript. 
~_ —— 
: SC: APA.” 
England are organiz- 
ed into an association known as “Scapa 
the Society for Checking the Abuses 
of Public Advertising,’ now that it can 
with truth lay claim to be in a sense 
an “institution,” owing to the per- 
sistence with which the agitation has 
been pushed by its secretary, Mr. Rich- 
ardson Evans. Starting modestly about 
eight years ago, it now has on its roll 
over 1,000 members, and has, with allied 
societies, the support of a group in 
Parliament. This group, though small, 
is not to be despised even in practical 


The aesthetics of 


politics, for it includes members of the 
standing of the late Duke of West- 
minster, Mr. Shaw-Lefevre, the Earl 


of Stamford, Lord Balcarres, Sir Charles 


Dilke, Mr. James Bryce and Mr. W. E. 
H. Lecky. The list of allied societies 
includes: The Common Reservation 
Society, the Kyrle Society, the Metro- 
politan Public Gardens Association, the 
Saiaien Society, the Society for the 
Preservation of Ancient Buildings, the 
National Trust for Places of Historic 
Interest or Natural Beauty, and tne 
Wild Birds’ Protection Society. “Scapa” 


succeeds admirabiy in making the 











one would think, to live down the British billposter’s life miserable, if 
unfortunate suggestion. An Ameri- reports be true, oat has accomplished 
can would have recourse to the [little else—The Billboard. 
legislature rather than bear through pre 
life such pun-inviting names as TOO 0 OFTEN, INDEED. . 
paNe : The lack of advertising judgment is 

these: Rev. Richard Twopenny, often responsible for a lack of business 
Richard Dear, James Christmas, success. — Advertising World. 
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AN ATTRACTIVE ADVERTISEMENT, 
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BUSINESS eo PUB- 
ITY 


A Philadelphia correspondent of 
Printers’ INK thus writes of the 
advertising used and secured by 
the Peirce School of Business and 
Shorthand of that city: 

Peirce School advertises extensively, 
using the daily papers largely during 
the opening of the school season, and 
running cards measuring fifty to one 
hundred lines double. It also carries 
announcements varying from a quarter 
to full pages in nearly every preparatory 
school and college paper published with- 
radius of hundred miles of 


in a one i ) 
Philadelphia. Among its students it 
numbers many college and_ university 


graduates, who come to Peirce School 
to supplement their classical education 
and theoretical knowledge by a _thor- 
ough business training, which equips 
them for a successful professional ca- 
reer. Peirce School is recognized as the 
leading institution of its kind in Phila- 
delphia—yes, in the United States. | 

It is not the purpose of this article, 
however, to expatiate on the greatness 
of this school, but, rather, to show the 
style of its advertising. Commence- 
ments are held annually in the latter 
part of December. The Academy of 
Music (the hall with the largest seating 
capacity here) is selected for the occa- 
and a speaker of national promi- 
nence is secured to deliver an address. 
Tust here is where the advertising 
uniqueness comes in. While the exer- 
cises and the engaging of a speaker of 
national prominence, strictly speaking, 
not merely for the specific purpose 
getting publicity, vet, from an adver- 
tising man’s viewpoint, no better way 
‘ould be conceived to secure such desir- 
as well as widespread advertising. 
Peirce School secures men who are most 
conspicuously in the public eye, and the 
nore prominent the man, the more anx- 
ious is the school to get him—and they 








sion, 













do get him. Among the famous men 
who have delivered addresses at these 
nmencements may be mentioned: Gen- 





eral Benjamin Harrison, ex-President of 





the United States; Hon. Thomas B. 
keed, ex-Speaker of the House of Rep- 
resentatives; Hon. Theodore Roosevelt, 
Vice-President-elect of the United 


States; John B. Gough, A.M.; Robert J. 











Burdette, Andrew Carnegie, Max O’- 

Hon. Chauncey M. Depew, Hon. 
; HI. Eckels, ex-Controller of the 
Currency; Hon. Webster Davis, ex- 
\ssistant Secretary of the Interior; 
Lieutenant-General Nelson A. Miles, 


ex-Postmaster- 
Beaver and 
Emory 

many 


Hon, John Wanamaker, 
General ; ex-Governors J. A. 
R. FE. Pattison, Hon. Charles 
Smith, Postmaster-General, and 
others. 

The commencement of 1900 was held 














Frid December 21, 1900, and_ the 
speaker was ex-President Grover Cleve- 
land. For two weeks previous, almost 
Jost 


di the papers had some item about 
the speech that Mr. Cleveland would de- 
liver before Peirce School and the prob- 
able topic. Peirce School was getting 
gilt-edged, “‘pure-reading’” matter pub- 
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licity, worth a dollar a line—and most of 
it on the first page. On the evening of 
the 21st the large Academy was packed. 
The management of the Academy stated 
that it was the largest audience that 
ever gathered into their hall. The Gov- 
ernor of Pennsylvania presidea, and the 
stage contained many men of local and 
national prominence. Every newspaper 
had a full quota of reporters and artists 
in attendance, and the next morning 
published extensive renorts. kach of 
them printed Mr. Cleveland’s picture; 
some also the photograph of his wife. 
The Record, usually so conservative, led 
all the other papers in the completeness 
of its account, publishing a large, dou- 
ble-column cut of the ex-President and 
devoting five of its columns to the story, 
which included every word of Mr. Cleve- 
land’s addgess. All the New York pa- 
pers had accounts of the commencement, 
the New York Journal containing more 
than a column and a half. Of course, 
the words ‘Peirce School” in bold let- 
ters, figured in every head on the front 
pages of all newspapers—all of which, 
you will agree, while not meant by 
Peirce School as an advertising scheme, 
is exceptionally clever advertising, and 
the kind that pays, too. 


COMMISSION METHOD FAILS. 

It is a very general mistake to suppose 
that unless tempted by a commission ad- 
vertising solicitors will not work actively. 
\fter years of hard experience in this 
line I want no man on commission ; the 
irregular income and the irregular life 
which grows out of a commission does 
not produce the best results.—Fame. 

: Pure 





A Rare Bargain 
$32.50. 


For $32.50I will write a trial series of five 
nailing cards, and illustrate and print five 
wundred of each—2,500 cards in all. They 
will be 7 by 414 inches in size, good weight, 
ind notwo lots the samecolor. These are at- 
ractive, high grade cardsand I am offering 
them practically at cost for the purpose of 
securing new clients—for the purpose of 
lemonstrating the intrinsic merits of the 
uivertising matter I write. The order must 
come very soon,and a check must accom- 
pany the order, otherwise the price will be 
$40.00 for the trial series, 

** 


A Six Dollar Bargain. 

My regular price for writing booklets of 
ten pages or less is now ten dollars, but for 
1 limited time, whencash accompantes the 
orders, I will make the trial order price $6. 

** 


* 

All of my best clients placed small trial 
orders at the outset and all were brought 
back by the excellence of the service. 

** 


. 

While ordinary printers often charge as 
much as I do, I make no claim of competing 
with them on prices alone. 

My proposition is to design, write, illus- 
trate and print. at fair prices, whatever 
kind of advertising matter will bring you 
the most business in proportion to outlay. 

And that, vou will certainly concede, is 
the only basis upon which one should com- 
pare prices. +* 

Write for estimates on the preparation of 
advertising matter of any kind. 


Hollis Corbin, 





253 Broadway, New York. 
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WHAT SOME PUBLISHERS ASSERT. 


** Jsaid in my haste all men are liars.” —Psalm cxvi., U1. 


The paragraphs in this department are inserted without any charge or 


payment. 


A publisher who has a good story is invited to tell it as tersely as 


he can, setting up the most substantial claim he habitually uses to influence 


advertisers. 


Although a publisher need not necessarily refer to any paper but 
his own, there will be no objections to comparisons. 
sends is published as coming FROM HIM. 
paper all he likes, for what is wanted is what can be said in its favor. 


What the publisher 
It is his privilege to praise his own 
What 


he does say, however, ought to be true—adsolutely. 


MISSOURI. 
St. Louis (Mo.) Abend-Schule (1). 
The Abend-Schule contains departments 


interesting to women—knitting, crochet- 


ing, embroidering, kitchen, etc.; adver- 
tisements are placed alongside. Our 
readers believe us and believe our ad- 
vertisers. 

NEW JERSEY. 






Camden (N. J.) Post-Telegram (1). 
The leading daily newspaper in a big 
city. Two dailies combined in one. It 
goes into the homes of over 4,000 resi- 
dents of Camden every evening except 


Sunday and is read by 20,000 people 
daily. Largest circulation guaranteed 
or no pay. A fine medium for adver- 
tisers. 

NEW YORK. 


New York (N. Y.) World's Work (1). 

The World’s Work is built on an idea 
with life in it. There were 75 pages of 
advertising in its first issue. This large 
volume of business means that advertis- 
ers believe a distinctive, virile and pop- 
ular magazine aimed at the men and 
women who do things, appeals with con- 
vincing force to people who buy things. 

Rochester (N. Y.) Green's Fruit 
Grower (1).—The large fruit man, the 
small fruit man and horticulturists in 
general are best appealed to through, the 
columns of Green's Fruit Grower. It is 
on the table of well-to-do people every- 
where. As fruit growing and the poul- 
try business work so nicely together, 
poultrymen should consider the superior 


merits of Green's Fruit Grower as a 
medium for them, 

Troy (N. Y.) Budget (1).—Its feat- 
ures: Member of the Associated Press; 


largest amount of telegraphic dispatches 
in Northern New York; largest paper in 
New York State outside of New York 
City—24 pages; official paper, city and 
county; greatest number of transient 
small advertisements; greatest number of 
amusement advertisers; official organ of 
postoffice in publishing list of unclaimed 
letters; only paper in Troy having a 
special religious editor and devoting page 
or more to that department; only paper 
having special society editor and depart- 
ment; only paper having special frater- 
nal and secret society department with 
special editor; financial page with special 
dispatches from New York, Boston and 








EXPLANATION. 

(1) From printed matter emanating from 
the office of the paper and used in connec- 
tion with its correspondence. 

(2) Extract from a letter or postal card. 

(3) Extract from the columns of the paper 
appearing either as advertising or vending 
matter. 

(4) By word of mouth by a representative 
of the paper. 





Philadelphia; page of comic cuts; page 
devoted to women; page devoted to chil- 
dren. These are only a few of the feat- 
ures of the paper. There isn’t room 
enough here to describe a third of them 
and these facts ought to be sufficient in- 
ducement to show that the Budget is the 
best advertising medium in the State of 
New York between New York and Buf- 
falo. 
NORTH CAROLINA, 

Smithfield (N. C.) Herald (1).—The 
Herald is an eight-page, all home print 
weekly paper. Reaches the entire rural 
population of this section. 

OKLAHOMA, 

Guthrie (Okla.) Oklahoma State Capi- 
tal (1).—Only Associated Press paper 
in Oklahoma. Full morning franchise. 
Set on three duplex linotype machines 
which it owns. Run on the latest im- 
proved perfecting press, with capacity 
of 20,000 per hour. Reaches every post- 
office in Oklahoma, and most of those 
in Indian Territory. Guthrie is the cap- 
ital of Oklahoma; last census 15,121, 
and growing 2,000 a year. Census of 
Oklahoma 422,219. Can reach all this 
productive and growing region only 
through the great papers. 

Oklahoma (Okla.) Home, 
Forum (1).—Prosperity 
headquarters in Oklahoma, Population 
300,000; energetic, enterprising and 
thrifty. The farmers have a $50,000,000 
purchasing power, and the Home, Field 
and Forum, Oklahoma's agricultural pa- 
per, is the one great medium through 
which the most prosperous of these farm- 
ers can be reached. 

OHIO. 

Cincinnati (Ohio) Herald and Pres- 
byter (1) Presbyterian family pa- 
per and an ideal advertising medium. 
Has a circulation of Over 22,500 copies 
each week, and reaches the refined, edu- 
cated and well-to-do Presbyterians of the 
Central States. Only the best class of 
advertising accepted; all others refused. 

Cleveland (Ohio) Waechter und An- 
seiger (1).—The population of Cleve- 
land and Cuyahoga County is 600,000, 
almost 40 per cent Germans; we reach 
them all. Strictly a home paper, deliv- 
ered at one cent direct to the homes of 
our readers by our own staff of carriers. 
To reach the multitude of Germans of 
Cleveland, Cuyahoga County and North- 
ern QOhio, advertisers must use the 
Waechter Anzeiger, the only German 
daily in that immense territory. 

Cleveland (Ohio) World (1).—The 
World has proved a distinct success and 
from its initial number to the present 


Field and 


located its 








time has been cheap only in price—one 
cent per copy. It 


has always reached 





and continues to reach the better classes 

people who have money to spend and 
who are open to conviction. It carries 
all the cream of all the advertising, both 
local and foreign, and in all important 
matters it leads while others follow. If 
you put it in the World it pays. Aver- 
age circulation daily, 26,612. The World 
reaches 2,188 towns every day outside 
of Cleveland, and is a tangible proposi- 
No advertiser is allowed to grope 


tion. 
in the dark as far as knowing what the 
circulation of the World is. 

Columbus (Ohio) Ohio State Journal 


(a). No medium so thoroughly 
covers the rich and prosperous city of 
Columbus with its 150,000 people and 
Central Ohio with 1,000,000 population, 
as the Ohio State Journal. It carries a 
steadily increasing volume of business 
because advertisers who try it find it 
the best result producer in the field. 
Rates low enough to leave a good profit 
to the purchaser of space. . 
Springnes (Ohio) How to Grow 

“lowers (1).—Occupies an enviable place 
among the leading advertising media of 
the country. It has a reputation for 
bringing returns that is attainable only 
by real merit. It is the only publication 
in America devoted to home floriculture 


other 


which has no connection with any firm 
of commercial florists. Its field can be 
covered through no other public ation. 


It has an average monthly circulation of 
copies. Every copy goes to a 
known buyer of advertised goods, sold 
through mail orders. Its subscription 
list has been built up through extensive 
advertising, largely in media in which 
no other general advertiser is represent- 
ed. It offers space at the remarkably 
reasonable rate of 50 cents a line gross. 
(Special rates to florists and seedsmen.) 
RHODE ISLAND. 

Providence (R. I.) Telegram (1).— 
The circulation of the Evening Tele- 
gram is guaranteed to be larger than 
that of any other evening newspaper 
published in Rhode Island, while the 
circulation of the Sunday Telegram is 
guaranteed to be at ieast four times 
larger than that of any other Sunday 
newspaper published or sold in the State. 


TEXAS. 

(Tex.) Statesman (1).—The 
Austin Statesman is the only morning 
paper published at the capital of the 
gre: A State in the Union and its ad- 
vertisements bring returns, because in 
its immediate field, Central Texas, it has 
no rival. Largest circulation of any 
paper circulating in the Ninth Congres- 
sional district, having a population of 
over 180,000. 

Dallas (Tex.) Semi-Weekly News (2). 
—For the quarter ending Sept. 30 1900, 
the Dallas Semi-Weekly News paid over 
40 2-3 per cent of the entire amount of 
newspaper postage paid at the Dallas 
postoffice. The total number of pounds 
mailed by the Dallas Semi-Weekly New. 
was 131,591, against 116,738 ‘when last 
report was printed. The 52 other pub- 
lications paid postage on 192,272 pounds, 
or an average of 3,697 pounds to each 
publication. Another significant fact is 
that the 53 publications gained 18,605 
pounds during the quarter. Of this 
ageneer credit is given to the Semi- 

eekly News for 14,853 pounds, which 
is ‘about 80 per cent of the amount of 


125,000 


Austin 





PRINTERS’ 








INK. 


gain in weight by all. Ours is the kind 
of circulation that will pay you. It 
pays us, because every subscription is 
paid for in advance. There are no 
deadheads on the ust. This circulation 
is among the farmers in Texas, Indian 
and Oklahoma Territories and portions 
of New Mexico and Arkansas. 
VIRGINIA, 
Richmond (Va.) Dispatch (1).—The 
Richmond Dispatch is the leading paper 
of the Virginias and the Carolinas; has 
more circulation than all other dailies 
published in Richmond, Va. As no 
matter of an objectionable character is 
allowed in its editorial, reportorial or 
advertising columns, and it is in every 


29 


way an up-to-date newspaper, it pos- 
sesses the absolute confidence of its 
readers. Average circulation exceeding 
vp A 11,000, Sunday 14,000, weekly 
12,50 
WISCONSIN, 
Ft. Atkinson (Wis.) Hoard’s Dairy- 


man (1).—The dairy farmer cannot ride 
a hobby horse. He must be broad and 
liberal. Likewise, the dairy paper which 
accomplishes anything cannot be devoted 
simply to milking cows; it must go into 
the details of the growing of feed; its 
proper preparation; the maintenance of 
fertility, and, in fact, every phase of 
farm work. Such a paper as Hoard’s 
Dairyman is a farm paper because its 


readers are all crop growers, farmers, 
cultivators first and dairymen after- 
wards. It pays advertisers better than 


the majority of general agricultural pa- 
pers for the reason that it reaches a 
better class of farmers than almost any 
other paper in America. 

Milwaukee (Wis.) News (1).—A 
newspaper that is successful and profit- 
able to its proprietors, a paper that owes 
its prosperity to its independent jour- 

nalism, its fearlessness and advocacy of 
people’s rights—a feature that has made 
it the most popular paper in the city in 
which it is published—is the most profit- 
able paper for advertisers to use, This 
position is occupied exclusively in Mil- 
waukee by the Milwaukee Daily News, 
which position gives it the largest circu- 
lation of any daily paper published in 
the city. The circulation of the Mil- 
waukee Daily News is not spasmodic, 
but is the steady natural growth that 
eventually comes to a newspaper that is 
independent, fearless and outspoken. 
Unquestionz ibly the Milwaukee Daily 
News is the best medium in Milwaukee 
for advertisers to use. This fact is evi- 
denced by the convincing testimonials 
received from all who use its columns. 

ONTARIO (CAN.). 

London (Ont.) Advertiser (1).—Only 
two cities in Canada have daily papers 
with larger circulations than the London 
Advertiser, namely, Montreal and To- 
ronto. The average sworn circulation 
for one vear ending August, 1900, was 
8,749. The London Advertiser declares 
§ts circulation before a commissioner 
every month. 

Toronto (Ont.) Mail and Empire (1). 
If you are after the trade of Canada 
you should use the Mail and Empire, 
the leading newspaper of Canada, organ 
of the great Conservative party. There 
are other papers, but the Mail and Em- 
pire is the best and has the largest morn- 
ing circulation of any paper published 
in Canada. 
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NOTES. 


In June the price price of Profitable Ad- 
vertising (Boston) will be increased to 

2 a year. 

THE Illinois Engraving Company, of 
Chicago, issues an interesting booklet 
to show “how well it can do fashion 
work.” 


At their annual meeting in New York 
the Associated Billposters of the United 
States and Canada voted to hold their 
next convention in Buffalo next July. 


Ir is reported that the industrial com- 
mittee of the real estate board of Chi- 
cago has in view advertising to make 
the city a greater manufacturing center. 


Printers’ INK remains free from any 
ingratitude or envy on the part of its 
one hundred and thirteen “‘babies.’’ The 
Little Schoolmaster has a position of its 
own and thoroughly fills it.—Advisor. 


In the Massachusetts legislature Mr. 
Dowse has filed a bill to prevent mis- 
representations in the sale of merchan- 
ise by making any person or firm which 
falsely advertises liable to a fine of $100 
for each offense. 


W. Levi Bovusgvuet, advertising man- 
ager of the daily L’Opinion Publique 
(French), of Worcester, Mass., has been 
electeu president of the board of alder- 
men of that city. Mr. Bousquet is thir- 
ty-one years of age and served his first 
term on the board Jast year. 





THE proprietors of Fry’ s Cocoa, Bris- 
tol, England, offer _a series of five prizes 
—ranging from fifty dollars down to 
five dollars—for the best five advertise- 
ments for their Concentrated Coc a, re- 
ceived by them on or before Jan. 31. 
The ads can be in prose or verse, with 
or without illustration, and should run 
from 200 to 250 words. 


Messrs. E. R. Blaine and J. b. 
Thompson have incorporated the Blaine- 
Thompson Company, under the laws o 
Ohio, “for the purpose of conducting an 
advertising agency, in all of its branches, 
and allied interests,’’ with a capital stock 
of $10,000. Their offices are on the 
third floor of the Telephone Building, 
316 Vine street, Cincinnati. 





Tue Pabst Brewing Company, of this 
aye has received word from Frederick 
Gardner, president of the American 
} of National Advertisers, that it 
has been awarded a gold medal for an 
exhibit at the Paris exposition. The ex- 
hibit consisted of a still life picture of 
two bottles of Blue Ribbon beside a 
plate of oysters and a glass of beer.— 
Milwa->ee (Wis.) Sentinel, 





Tue Salesman’s Clearing House, Sta- 
tion U., Chicago, IIl., states it is ‘“‘tabu- 
lating the salesmen of the United 
States.”” It sends out for one dollar a 
month monthly lists of travelers, solici- 
tors, manufacturers’ agents, mail order 
houses, employers of canvassers or ad- 
dresses. Subscribers are entitled to ad- 
dresses and qualifications of ten sub- 
jects for the price, additional ones at 
ten cents each. 


Tue Merchants’ Association of Pough- 


keepsie, N. Y., held a brief meeting on 
the evening of Jan. 9, at which the most 
important business transacted was to 
take steps to have a notice inserted in 
the New York Sun for a month, under 
the head of “business opportunities,” 
calling attention to Poughkeepsie as a 
desirable place for firms employing men 
and wishing to change location. Mr. 
Sidell broached the matter and it was 
received with favor by the board. 





A NUMBER of Nebraska newspaner 
men have recently announced that they 
would not carry the ads of certain 
Omaha and Chicago mail order houses, 
asserting that it would be an injustice 
to local merchants. This is carrying the 

“home patronage”’ business beyond the 
limit. Any reputable advertiser who 
will pay the rates demanded should be 
given access to the newspaper’s columns, 
and the local merchants have no just 
cause for complaint.—Western Editor. 


Hay1me Hosur, a student at Colum- 
bia University, has started the Japanese 
American Weekly News, in New York. 
The paper has four small pages, and is 
lithographed from copy written in Jap- 
anese and Chinese characters. Adver- 
tisements are enlivened with drawings 
of barber-poles, glasses of beer and flags. 
After May 1 Mr. Hoshi expects to use 
Roman letters. There are about 800 
Japanese in New York, and about 8,000 
in the Eastern and Middle States of the 
Union.—National Advertiser. 





Cuartes Austin Bates, the advertis- 
ing expert of New York, whose work 
in newspapers, magazines and _ trade 
journals has resulted in creating the 
famous black and white effects now so 
extensively used, has opened an office at 
921 Park Building, this city. F. W 
Dickinson, an experienced advertising 
man, will represent Mr. Bates’ interests. 
The Bates agency is a concern of great 
magnitude. Mr. Bates has planned for 
the construction of a new seventeen- 
story building to be finished October 1, 
1901. He attends to the unique adver- 
tising of many big Pittsburg firms who 
use the magazines for mediums.—Pitts- 
burgh (Pa.) Leader. 


Curtous developments are taking 
place in Italian journalism. The finan- 
cial syndicate which, under the political 
auspices of Signor Giolitti, recently 
bought La Tribuna, the largest Italian 
paper, has now bought J/ Giorno, which, 
after La Tribuna, is the most important 
newspaper of the capital. Signor Gio- 
litti already had control of the largest 
newspaper in Turin, La Stampa. Other 
newspapers are more or less affiliated 
to the syndicate, There is a rumor that 
the greater part of the funds are sup- 
plied by the Credit Lyonnais, and that 
the organs of the sy ndicate will soon be- 
gin a strong campaign against the Triple 
Alliance in favor of France. The rumor 
has been widely discussed and in some 
quarters is taken seriously.—Newspaper 
Talk, Carnegie, Pa, 


New Spaperdom says: There is at least 
one novel point in the voting contest an- 
nounced by the Meriden (Conn.) Morn- 
ing Record, the result of which will be 
to send the “most popular’ five ladies 
and five gentlemen from Meriden and 
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next July, to the Pan- 
American exposition, at Buffalo. In- 
stead of bunching all the votes, and 
keening the polls open for several months 
in a single competition, the Morning 
Record management has sensibly arrang- 
ed five separate contests, one for each 
month; so that after each decision not 
only will there be fresh interest stim- 
ulated by doing the thing “all over,” 

yut the unsuccessful candidates in the 
previous contests will probably make a 
new and determined effort to win the 
prize. Obviously all this means advan- 
tage in circulation and profits. 


vicinity towns, 


A petition for a franchise under the 
name of the People’s Advertising Asso- 
ciation was filed with the County Court 
at Clayton yesterday. Permission is 
asked to erect billboards for displaying 
advertising at each corner of all the 
crossroads in the county, with a smaller 
board at the top on which to paint the 
name of the road. The boards are to 
be not more than five feet in height and 
placed in such a manner as to not in- 
terfere with or obstruct any houses or 
buildings. The letters designating the 
r¢ ads will be such size as the court may 
choose, if the franchise is granted. The 
company guarantees to pay into the 
county treasury one per cent of its an- 
nual gross earnings. The names of 
Charles Hoss, C. G. Gappley and W. P. 
Thompson appear on the petition.—St. 


Louis Globe-Democrat, Jan. 6, 1901. 
Tue Earlville (Ill.) Leader has 
hanged hands, A. H. Smith, who has 


puolished the paper for ten years, sell- 
ing the business to T. B. Tabor, an up- 
to-date newspaper man of Brandon, 
Miss. Mr. Smith has found it neces- 
sary to dispose of his newspaper ir or- 
der to meet the urgent demands for his 
services. He has during his experience 
as a publisher established a reputation 
for honorable and business-like dealing 
that has already won for him a large 
clientage in the business he will follow. 
Mr. Smith’s specialty will be obtaining 
buyers for newspapers, and his experi- 


ence of fifteen years in the printing 
business particularly fits him for this 
work, which he can do discreetly and 


without publicity to the owner’s inter- 
ests. He would be glad to hear from 
any of his brother publishers who de- 
sire to sell.—Newspaper Union, at Chi- 
cago, Ill., for December, 1900. 

—_ 
"ADVERTISING 
N CAL. 
eine prea merchant ad- 
vertised extensively and regularly in 
the newspapers during the first year 
of his business: car eer, and then, having 
succeeded in winning a satisfz actory 


CONSTANT ECO- 


A New 


trade, adopted the plan of advertising 
only occasionally. Business did not 
continue to satisfy the merchant, and 
after eighteen months he found it was 
necessary to do all his first work over 
again “It cost more to re-establish 
myself,” he said to an advertising 
agent, “than it would if I had contin- 
ued to take a reasonable amount of 


space every day the year round; but the 
lesson has been worth its cost.”—Fay- 
etteville (N. C.) Observer. 


INK. 31 
VINOLIA SUCCESS. 
The report of the directors states 


that the net profit for the year ended 
August jist, including the balance 
brought forward of 2,930 pounds, 
amounts to 24,419 pounds. The direct- 
ors recommend a dividend on the or- 
dinary shares from date of conversion 
to August 31, 1900, at 8 per cent per 
annum, placing to reserve 5,000 pounds 
and leaving to be carried forward 365 
pounds. The directors state that the 
sales for the year are the largest they 
have ever been in any one year, and 
the Vinolia Co.’s Household Soap, lately 
introduced, promises to be a decided 
success. Substantial additions have been 
made to the plant during the year, in- 
cluding machinery required for new 
printing and box-making departments, 
and provision is being made to quauruple 
the output of soap. The directors are 
gratified to report that the company has 
received the royal appointment to Her 
Majesty. The chairman, who originally 
held half the ordinary shares, has now 
acquired the remainder, Mr. J. huils 
Hartridge retiring from the board.— 
Newspaper and Poster Advertising. 

-— - - 40e 

RETAIL AND GENERAL, 

The broad line separating retail ad- 
vertising from general advertising is 
that the former has to do with many ar- 
ticles which are to be had at a certain 
price at a particular store, while in the 
case of general advertising attention is 
focussed with the singleness of a ray of 
light on a single article that can be had 
in many places. The results from gen- 
eral advertising have been similar to 
those from retail advertising.—H. 
Houston. 


+o, 


TuE advertiser who persists in doing 
his fellowmen usually ends by doing 
time. 
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“AN ADVERTISED ARTICLE.” 
Curcaco, Jan. 10, 1901. 
Editor of Printers’ INK: 

Perhaps ‘“Talktart’”” is the noun you 
want to stand for a talked article. Say 
it a few times and see if it don’t. fit 
your mouth as well as the use intended. 

Yours truly, W. G. SHERER, 
~-, 
ENTERTAIN OPPOSITE VIEWS 
New York, Dec. 1 
Mr. James Gordon Bennett, Pr 

York Herald, 33th Street and Broad- 

way, City: 

Dear Sir—Saturday night last our 
messenger handed to a clerk at your 
Fifth avenue and Twenty- third street of- 
fice an ad for last Sunday’s ‘*Personal”’ 
column. He estimated by counting the 
words and gave us a receipt for 38 lines 
at 60c. a line—$22.80. You will find, 
as we did, our “Men of Letters” ad in 
Sunday’s issue is exactly 36 lines, two 
lines or $1.20 short of what we paid for. 
This afternoon we proved our case at 
your Twenty-third street office, and after 
wasting half an hour’s time, worth more 
than the $1.20, we were amazed at the 
clerk’s attitude, for havir voluntarily 
admitted that it was only 36-line ad, 
he absolutely refused to refund to us the 
$1.20 overpaid. He volunteered the in- 
formation that if the same ad was re- 
ordered in next Sunday’s Herald ‘*Per- 
sonal” it would be accepted as a 36- 
line ad, he refused to return 
the $1.20 overcharge. Naturally we got 
“hot under the collar,” and as a mat- 
ter of principle and justice threatened 
to collect the petty $1.20 if it cost $120 
to do so. Leaving the office, we went 
back the second Pant again our demand 
for the return of the $1.20 was refused. 
We then asked the name of the clerk 
(full bearded, medium sized). He re- 
fused and we c: _ to our office to enter 
this complaint and claim, believing as we 
do that the owner of. the ne York 
Herald will promptly right this wrong. 
The mistaken 38-line estimate of the ad 
is no fault of ours. We can understand 
that for obvious reasons the clerks are 
more’ prone to overcharge than und 
charge. The very security of their po- 
sitions excuses their doing so, but there 
certainly ought to be a very prompt and 
courteous return for any admitted over- 
charge, when at loss of considerable 
valuable time your overcharged customer 


8, 1900. 
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calls personally and pleasantly for which 
is his. Before taking steps to lay this 
matter before either the courts or the 
public, we deem it our duty to lay the 
case before the owner of the New York 
Herald, feeling now satisfied as stated 
above that the clerk’s mistake will be 
promptly corrected. Yours, etc., 
MeN oF LETTERs, 
» & 
Office of 
“Tue New York HERAcp. 
‘ew York, Dec. 20, 1900. 
Men of Letters, 593 Broadway, City: 
Dear Strs—In reply to your letter of 
Dec. 18, we beg to say that when adver- 
tisements in manuscript (or clipped from 
other newspapers) are handed in to be 
set solid, or part solid, and paid for in 
advance, the custom is to estimate the 
solid part on the basis of eight words 
to an agate line, irrespective of the 
space it may afterwards make in the pa- 
per, it being impossible to ascertain in 
advance exactly what space the adver 
tisement will occupy. As a matter of 
fact, in a majority of cases these solid 
cash advertisements occupy more space 
than is paid for them, and the rule 
works more frequently in favor of the 
advertiser than against him, but it would 
be practically impossible to endeavor to 
adjust these differences, owing to the 
multitude of our advertisers. In your 
case, had the space occupied by your ad- 
vertisement been forty lines or more 
you would not have been asked to pay 
anything in addition. Yours truly, 
New York HeErarp Co., 
Per M. V. Scully. 
IT NEEDN’T IMPRESS HIM. 
Yonxers, N. Y.,*Jan. 11, 1901. 
Editor of Printers’ INK: 
I have just received an_ excellent 
brochure from the J. R. Watkins Medi- 
cal Co., of Winona, Minn., which is 
published for inducing men to accept 
an agency. The book is inclosed within 
a handsome green cover, on which ap- 
nears in bronze the title, “A Chance to 
Setter Yourself.”” So far, so good. But 
in the lower right-he and corner on the 
front cover a spider’s web is used as an 
ornamentation. Is it good policy to use 
a spider’s web under the circumstances? 
Is it not somewhat suggestive? 
Yours sincerely, ALFRED Fox, 


Yonkers Herald. 
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AT THIS OFFICE ° 


1o SPRUCE STREET, NEW YORK, 


@ THE GEO. P. ROWELL ADVERTISING AGENCY 


@ 
@ 
@ 


© keeps on file the Leading Daily and Weekly Papers and Monthly @ 
Magazines; is authorized to Receive and Forward advertisements at 
the same rate demanded by the publishers, and is at all times ready @ 


to exhibit copies and quote prices. 
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IN TROY. 
Troy, N. Y., Jan. 
Editor of Printers’ INK: 
The proprietor of a cafe in this city 
engages the best and highest priced or- 
chestra to give weekly concerts. I 
ilso uses the newspapers to give pub- 
licity to the entertainments. ‘The man- 
ager of an eating house has had printed 
a number of tickets, each one good for 
a meal at his dining-room. When_ he 
7 ae the name of aman wW ho occe asion- 
y dines away from home one of these 


10, 1901. 


pon is mailed with a request that a 
“sample meal be taken at our dining 
room.” One Troy tonsor has a copy 
of Printers’ INK on file every week at 
his studio. He complains that some 
customers become so deeply attached to 
the Little Schoolmaster that they carry 


copies away with them. ; 
“One of these days,” said a big ad- 
vertiser, “the telephone people will real- 
ize how much business they are losing 
year by failing to advertise prop- 
“the public telephone system. Not 
ne woman out of fifty and very few 
men other than subscribers to the tele- 
1e think of using the public tele- 
» to communicate with friends, but 
would if the service were adver- 








on 
tised in the newspapers. 


A stamp clerk at the Troy postoffice 
said the other day: “‘Business men do 
not fully appreciate the excellence and 
inexpensiveness of the special delivery 

ail service or a larger number would 
use it in the delivery of i and 
kages in nearby places instead of em- 
ploying the district telegraph messenger 
service. A special delivery stamps costs 

) cents, while a district messenger boy 
costs 20 cents and carfare any a 

siness man could be induced to use 
U ncle Sam’s delivery service if the same 

J WILLIAMs. 











vere advertised.’ 

—— 
QUALITY, NOT QUANTITY. 
he plan of advertising we advocate 
give prominence to a few things 
at atime. Too many articles put before 
mind at a time is confusing, and 
fusion always detracts from the ef- 
fectiveness of an advertisement. Small 
oducts are strong because of their 
ity. Say little and enforce that lit- 
tle with an appropriate cut if you would 
have something strong and attractive. 
Clothier and Furnisher, 


is to 














Tesse 
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MISSOURI AND MISSOURI. 

BrookFIELD, Mo., Jan. 10. 1901. 
Editor of Printers’ INK: 

In Printers’ INK for Dec. 26th I 
noticed an article under the head of 
“no changes along the Missouri’ sign- 
ed by Frank A. Heywood, whose ad- 


dress was not given but who evidently 
is a resident of some other part of the 
country and for some reason seems to be 
“sore’’ on Missouri. I must say for 
myself that I am proud to be a resi- 
dent of the grand old State and I wish 
to take exception to the statement of 
Mr. Heywood that the newspapers pub- 
lished in towns along the Missouri 
River are “jogging along in the same 
old ruts they did forty years ago.” 
Some of the Kansas City papers come 
nearer to being really up-to-date papers 





than some that are published much 
farther east. His statement that “the 
men in business along the Missouri 
River have adopted the advertising 
language of their predecessors” and 
“have not changed their ads for forty 
years” is an injustice to some of the 
able advertisers in Kansas City and 
other Missouri cities. I wish to direct 
Mr. Heywood’s attention to the adver- 


tisements of 
Company” 
in all the 


the “‘Nebraska Clothing 
of Kansas City, which appear 
Kansas City papers and which 


for the mere pleasure of reading I am 
a su' --iber to a Kansas City paper. 
I am sure that were I a ‘resident of 
Kansas City I would be a customer of 
the Nebraska Clothing Company. An 
unprejudiced person from ‘back East” 
could not help but admit that there is 


quite a difference in the Missouri of to- 
day and the Missouri of the time of 
James. Treat P. CHAPMAN. 


+o 

It is said that the poet, William Mor- 
ris, who was a very hard worker, said 
to a friend not long before his death: 
“— have enjoyed my life—few men 
more so.”” When a friend remonstrated 
with him against the peril of such a life 
of intellectual — as his, he laughed 
at the warning. Look at Gladstone,” 
he would say; “look at those wise owls, 
your chancellors and judges! Don’t 
they live all the longer for work? It 
is rust that kills men, not work.” To 
rust he might have added worry, which 
kills not less surely, and even more 
quickly, than rust.—William Mathewp, 
in Succe SS. 





The bona fide circulation of 


Tue INpIANAPOLIS PREssg 


from January 1 to December 31 


260 


ry 


me 


, 1900, daily average, was 


No premium or inducement of any sort has been made to 
subscribers, other than the merit of the paper. 


PERRY LUKENS, Jr., Eastern 


Representative, 


Tribune 


Bldg.. New York. 
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FOUR YEARS ON ONE PIECE OF 
Copy. 


Hudson Maxim, the inventor of 
smokeless powder, is a believer in good 
advertising writing. “When I was in 
the publishing business in_ Pittsfield, 
Mass., some years ago,”’ said Mr. Maxim 
to a representative of the National Ad- 
vertiser this week, “my partner, Sam 
Knowles, and I worked over one adver- 

-tisement for four years before we got it 
to suit us exactly. The process of per- 
fecting it went on gradually. We took 
away from it or added to it little by 
little until we were both entirely satis- 
fied with it; when we considered it per- 
fect that advertisement did buSiness for 
us in the newspapers for fifteen years. 
It was headed ‘Three Dollars a Day 
Sure,’ and told how persons might make 
money working for us in addition to 
working for themselves. 

Mr. Maxim says that the advertise- 
ment from which the firm received most 
replies was a “blind advertisement,” 
that is, one in which absolutely no in- 
timation was given as to what the busi- 
ness was. It simply proposed to send 
an “outfit” for one dollar, by means of 
which the recipient could make a good 
living. ‘“‘At the same time,” said Mr. 
Maxim, “while we received three times 
as many replies to that advertisement as 
to any other one we ever printed, it fell 
far short of being the must profitable. 
In fact, we lost money on it. There 
was no profit in sending out these out- 
fits unless the people who received them 
went to work in our line. 
thirds of the people who ordered the 
outfits did so apparently out of curiosi- 
ty, with no intention of working, and 
so all we got out of it was an interest- 
ing bit of experience in the advertising 
line.”—Agricultural Advertising. 


“~o- 
SNAPS, BIG AND LITTLE. 
The Los Angeles Times has a column 
headed ‘ Snaps—All Sorts, Big and 


Little.” It is for the benefit of people 
who go back to the first principle of 
commerce-—barter. One advertiser will 
exchange a pair of tortoise-shell combs 
for $5 worth of chickens or for a re- 
frigerator. Another will trade a white, 
long-haired Scotch collie pup for “‘Bel- 
gian hares with 4 red feet, well pedi- 
greed.” A man in need of a suit of 
clothes offers a bicycle in exchange, 
and the owner of a good family cow, 
almost pure Jersey, will trade her and 
a — organ for second-hand lumber. 
—National Advertiser. 
-_- - 
IN CALIFORNIA. 

San Francisco is the only city of any 
magnitude in the State which has not 
yet cut down these advertising fences 
so that they shall cease to be a public 
nuisance and a menace to life and limb. 
Los Angeles and Berkeley have limited 
their height to six feet. Oakland and 
Alameda and some other cities have 
placed a ten-foot limitation on them. 
Oakland has also placed a license tax 
on their area, and will thus derive con- 
siderable revenue from those which are 
still maintained under the ordinance 
governing their height—San Francisco 


(Cal.) Bulletin. 
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J. K. FRASER. 


Among the latter day Cornellians who 
have won their way is a member of the 


class of ’98, James Kenneth Fraser. 
Fraser’s specialties are magazine and 
street car advertisements and there is 
hardly a large city in the United States 
in which the street cars do not contain 
specimens of his work. Especially in 
the elevated trains in New York are the 
ads of his designing numerous. The 
well known “Spotless Town” posters and 
verses proclaiming the qualities of Sa- 
polio originated in his brain. The many 
full-page magazine advertisements of 
“Uneeda” biscuits which are known as 
models of advertising art are creations 
of his. Fraser is an artist as well as a 
clever verse maker. During his college 
career he was known to possess an ex- 
traordinary ability for caricaturing and 
sketching. When he left college he went 
to Chelsea, Mass., but soon drifted to 
New York, where his successful career 
began. Many students now in college 
remember Fraser well as an excellent ar- 
tist and a royal good fellow. His suc- 
cess, many of them say, is not a surprise 
to them.—Ithaca (N. Y.) Journal. 
saleciepitartptlitbicniisis 

INDIVIDUALITY in advertising is 

tained by being natural. 


at- 


+> 
Classified Advertisements. 


Advertisements under this head two linesor more, 
ee lay, 25 cents a line. ‘ust be 
ande 





in one week in advance 
WANTS. 


@2() WEEKLY. ‘Send 25 cents for outlined 
Oo plan. A. MINOLF, Scranton, Pa. 


A 1APV. man wanted in N.Y. by trade paper. 
d Address “ P. & L. .,” care Printers’ Ink. 


A DS for the DAILY JOURNAL, Asbury Park, 

d N. J. Cire’n 2,157. Rate 7 cents an inch. 

\ ’ ANTED—New style PRINTERS’ INK coupons, 
cheap for cash. “C. A.,” 127 E. 61st Sc.,.N.Y- 


| ? OOK and news compositor wishes steady sit- 
) uation. Usefulall-around man. KANADY, 
117 York street, Jersey City, N. J. 
POET wants to conduct critic, literary or mail 
order dept. in some leading monthly. Send 
your offer. Address “ RILEY,” Printers’ Ink. 
FrERSALD'S NEWSPAPER MEN’S EXCHANGE 
recommends competent rep’rs,editors & adv’g 
men to publishers. 15CedarSt., Springfield,Mass. 


I AVING two city class pers, I offer to hon- 
est,responsible party chance to invest & man 
age one, est. lb yrs. “ PARTNER,” Printers’ Ink. 


"LL anuply three sample ad jingles for $2. If 
A you like them, will furnish any desired quan- 
tity at reasonable rate, “ROBTHI RHYMER,” 
care Printers’ Ink. 


W RITERS WANTED—Cash for news items 
and original mss. from every place. Send 
stamp for prospectus. THE GUNSTON, Box P. I., 
Hancock, Maryland. 
\ 7 ANTED-—Situation. Experienced advertis- 
ing man wants position as manager for 
advertising department in any line of business. 
Address A. W. MUNDT, Freetown, Indiana. 


\ ’ ANTED—Position as adwriter for large firm. 
Successful experience. Price right. First 

class experiences and recommends. Write soon 

or it may be too late. F.B. WOOD, Alden, Ia. 


] INGLES—Advertising jingles for all trades 
¢? That is my speciaity. They are the pithy 
pointed, practical kind, and are profitable at the 
price. “ JACK THE JINGLER,” 10 Spruce St.,N.Y. 
\ 7ANTabuyer? A. H. Smith, newspaper bro- 

ker, Earlville, Ill, can serve you and in 
vites correspondence from sellers and seekers of 
e Look me up and write—first look 
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PROMINENT trade journal wants a corre- 

ndent in Paton city in the ee — 
yerience preferred 

VAL, 601-225 Dearborn om 


A‘: 


with advertisi: eae 
COAL MAN’S J 
Chicago. 
DVERTISING pictures for advertisers, pub- 
A lishers, printers, agents, in the best ‘style. 
Picts, posters, etec., also. Weill known 
rtists. Spec pene free. GRAP HIC STUDIO, 
ii W. 34th St., 
RDERS for 5 line a nea 4 weeks oA 
Q in 100 lllinois news; ; 100,000 circula 
0 weekly ; j other Western we eekly pers same 
rate. Catalogue on application. HICAGO 
NEWSPAPER UNION, 10 IN, 10 Spruc e St., New York. 


W ANTED— A young man ng man with some ideas of 
advertising and $1,000 to $3,000 cash to join 


a New York patent medicine house of high stand- 
ing. Will be given salary and profitable i 
in the business. Address “ INTEREST,” care 


Printers’ In 


D manager wanted who can buy a $1,000 to 
s $3,000 interest in manufacturing corpora- 
tion in New York City. Highest references given 
and required. Good salary. An oe = 
ortunity for making money. Address “ PE 
MANENT,” care Printers’ Ink 


Ww ANTED—A young man who has had some 
experience as a writer, designer, construct 
or of advertisements, illustrated and other. Se 
ary $20 a week. Employ ment in New York C 
Address, with references, “EARNEST WORKER: ” 
office of Printers’ Ink, 10 Spruce St., New York. 








ee 
PHOTO ENGRAVING. 


*HE oaspene ENGRAVING CoO, 
St., New York 


, 61 Ann 





SPECI: AL WRITING. 
k . DITORIALS wri tten. Samples and rates sent. 
4 HENRY R. COBB, Park Hapids, Minn. 
————~~oe - 
MAILING MACHINES. 


M AILER’S DELIGHT, labeler,’99 pat,.g12. REV. 
A. DICK, 43 Ferguson Ave., Buffalo, N. Y. 











anal 
COIN CARDS, 
Ss PER 1,000. Less for more; any printing. 
()o} THE COIN WRAPPER CO., Detroit, Mic 
— +> 
POSTAL CARDS BOUGHT. 
TNCANCELLED printed or addressed postal 
cards and stamps bought for cash. BURR 


MANUFACTURING CO., 614 Park Row Bldg.,N.Y. 


————_<+->—___—_ 
SPECIAL REPRESENTATIVE, 
H. D. La COSTE, 
38 Park Row, New York, 
special representative for leading daily news- 
papers 


IMPOSING STONES. 


| » EST quality Georgia marble eng stuns, 

two inches thick, 50 cents square foot. Cas 
with order. THE GEORGIA MARBLE FINISH 
ING WORKS, Canton, Ga. 


—— 








ADDRESSES. 
M AIL order names, up to to date. Mothers who 
have ordered within 30 days. Price $1 per 


1,000 or 15,000 names for $10. DOWNEY & 
HENRY, 167 Dearborn St., Chicago, Ill. 


+e 
NEWSPAPER INFORMATION. 


‘ 
poe latest newspaper information ase the lat- 
est edition of the ar ae NEWSPAPER DtI- 

> 








RECTORY, issued Dec. 1, ice, five 
dollars. Sent free on a ip price. | — . 
ROWELL & CO., 10 Spruce 8t., New York. 


_——_~+or— 
MISCELLANEOUS. 


] ICYCLES and tricycle wag’ns. Factory to buy- 
er. Write ROADSTER SHOPS, Camden, N.J. 


Pull the wire and it is open. 








W ms envelopes. 
Convenient. 1,000, printed, #1 . Sam- 
ples free, MAGIL, 70s So. bth street; P’ iladelphia. 
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N ILLION runs. Let us figure. Bed roe rices. 
4 M. P. GOULD CO., Bennett Blidg., 


———+or—__—_ 

ILLUSTRATORS AND ILLUSTRATIONS. 
] SE. —~— & CO., Wood Engravers, 10 Spruce 

* St., New York. Service goodand prompt. 
ain 

EDITORIAL WRITER. 

TS ELY editorials, all sv subjects. Write for 

rates. H. L. GOODWIN, Malden Sta., Boston, 








H°sS HAMPAGNE IS MADE, sent free. C. £. 


WEZEY, with Brotherhood Wine Co., 
New York City. 
HALF-TONES. 


larger, 
THE YOUNGSTOWN ARC EN- 
, Youngstown, Ohic. 

—~2o— 


CIGARS. 


] RECT from the factory. Genuine hand 
made, a grade goods. Pleased custom- 
ers everyw See t you'll save! THE 
HAMILTON "CIGAR co., “Lancaster, Pa. 


ee 
LETTER BROKERS. 


ETTERS, all kinds, received from newspaper 

4 advertising. wanted and to let. What have 

= or what kind do you wish to hireof ust THE 
EN OF LETTERS ASS’N, 595 Broadway, N. Y. 


aoe copper half-tones, l-col., $1 
Oc. per 
GRAVING ¢ On 








——_ +> + 
ADVERTISING AGENTS. 


N ERCHANTS,mfrs., mail order men who want 


“live” salesmen or ag’ts ¢ ore w here vg 
send for bargain lists leadin t IO ee? 
HUNGERFORD & DARREI. Ag CY, Bal 


——___+o+ —__ 
PENS. 


MA Y people like E Effsey Falcon Pens so well 

that they will use no other. Gross$l. Sam- 

ple box 10c. THE PAUL CO., Red Bank, N. J. 

. W E have a ae offer for newspaper men 
wanting fountain Bae for their own use 


or as premiums. PER! PEN CO., Box 31, 
Milton, Wis. 








+ —____- 
MAIL ORDER. 


QTART a mail-order branch to your business. 
N It matters not whether you be the publisher 
of a newspaper, a shoemaker, druggist, store- 
keeper, or in any other trade, a great opportu- 
nity is now open. Send ten ‘cents, eg ol ong 
brochure of mail-order money making 

Your money returned if you don’t mr — ay 

times the value of a dime. SAWYER PUB, CO., 

525 B, Temple Court, New York City. 

ss 


BOOKS. 


» OOK ON CUTS—The information that a busy 

» editor wants in a hurry sent free on request 
by the STANDARD ENGRAVING CO. (Incorpor 
ated), 7th and Chestnut Sts., PHILADELPHIA. 


J” ST ADS—The busy merchant’s aid to adwrit- 

ing, the ad compositor’s guide to display. 
Containing 382 photographic reproductions of 
newspaper advertisements that have brought re- 





sults, representing all lines of retail rade. Price 
$1 postpaid. CLARK ADV’G CO., Delhi, N. Y. 
—__—_ +> 
ADDRESSING MACHINES. 
\ ,ALLACE’S Addressing Machine. No type 


used, more than 50 per cent saved over 
handwriting. Addresses printed in fac-simile 
typewriting directly on wrappers. No labels to 
come off. PRINTERS’ = uses Wallace & Co,’s 
addressing machine, so does Cosmopolitan Mag., 


Butterick Pub. Co., C. E. Ellis Co., Popular Fash- 
ions, A. D. Porter Co. , Robert Bonner’s Sons, 
McCall Co., Modern Stories, Cheerful Moments, 


Rural New Yorker, Comfort, W. = Conkey Co., 
Agricultural Epitom ist, Press b. Co., Lincoln, 
Neb., and scores of the large publishers through- 
out the country. 

WALLACE & CO., 10 Warren St., New York. 











SUPPLIES. 


G33 GE PINS, 3 for 10ec. PRINTERS SUPPLY 
"Gant Island, Neb. 


t te gd is printed with ink manufac pared 
- D. WILSON PRINTING INK ( 
Lta., Rares St., New York. Special prices oe 
cash buyers. 
- +> . 
PREMIUMS. 

JYELIABLE goods are trade builders. Thou- 

\ sands of suggestive premiums suitable for 
publishers and others from the foremost manu- 
acturing and wholesale dealers in jewelry and 
kindred lines, 7060-p. ill’d list price ¢ atalogue 
free. 8S. F. MYERS CO., 48-50. Maiden Lane, N.Y. 
tor 
ADVERTISING MEDIA 


pre EVENING POST, Charleston, 8. C. 











"| HE EVENING POST, Charleston, S. C. 
(| HE EVENING POST, Charleston, 8. C. 
ue EVENING POST, Charleston, S. C. 
pHe EVENING POST, Charleston, 8. C. 
THe EVENING POST, Charleston, 8. C. 
rT HE EVENING POST, Charleston, 8. C. 
T= EVENING POST, Charleston, S. C. 
[HE EVENING POST, Charleston, S.C. 
pH EVENING POST, Charleston, S. C. 
(HE EV ENING POST, Charleston, 8. C 
(| HE EVENING POST, Charleston, S. ¢ 
pH EVENING POST, Charleston, 8. C. 
[HE EVENING POST, Charleston, S. C. 
Naas EVENING POST, Charleston, S. C. 
if ne EVENING POST, Charleston, 8. C. 
(HE EVENING POST, Charleston, S. C. 
(PRE EVENING POST, Charleston, 8. C. 
I ARDWARE DEALERS’ MAG AZINE, sam- 


ple copy 10 cents, New York Ci 
DVERTISING agents serving their clients 
E honestly, call up TOILETTES ; estab. 1881. 
4( WORDS, 5 times, 25 cents. « ENTERPRISE, 
Brockton, Mass. Circulation exceeds 6,000. 





ACK-COVER qu: arter page page, 30,000 circu., $16.70 
12 times, $180. PATHFINDE R, Pathfinder, D.C, 


EACH the best Southern farmers by planting 
\% youradsin FARM AND TRADE, Nashville, 
Tenn. Only 10c. a line. 


A NY person adve rtising in in PRINTERS’ INK to 
4 the amount of $10 or more is entitled to re- 
ceive the paper for one year 


GHOE TRADE JOURNAL, Chicago, has sub- 
‘ scribers in every State in the Union—every 
province of Canada. Tryit. 15 cents a line. 


DVERTISERS’ GUIDE, New Market, N, J. 
Circulation 5,000. Sample eres Mailed 
postpaid 1 year,45c. Ad rate, lc. line. Close 24th. 


A BOUT seven eighths of the advertising done 
a fails to be effective because it 1s placed in 
pers and at rates that give no more than one- 
Pienth of the value that might be had by placing 
the same advertising in other papers. If you 
have the right advertisement and put jt inthe 
—_, a your ww will pay. Corre- 
nee _solicite: Address THE GEO. P. 
OW Oe A ADVERTISING AGENCY, 10 Spruce 8t., 
New York. 
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NEWSPAPER BARGAINS. 


¢ BUYS a ered weekly proposition in 
Si, 900 Oregon. $900 or more down. 

92 00 buys a good Republican weekly in Ohio. 
Reasonable terms. 

$8,000 buys a + te aay. in Connecticut. A 
money making field. $5,000 cash required. 

$7,800 buys the controlling interest in a great 
Massachusetts proposition. Monthly 14,000, week- 
ly 2.400 circulation. About $4,000 cash required. 

$4,000 buys a reliable weekly in New York 
State, paying $2,000a year. $2,500 cash required. 

Those who have reliable properties for sale, 
= would = buyers of same, all connect with 

F. DAVID, Abington, Mass., a 

Br oker and Expe rt in Newspaper Properties 





——_— +o+-__. 
AD VERTISING NC NG NOVELTIES. 


»RONZE letter Spee Gun meet oe 
Write. H. D.F LI PHELPS, Ansonia, Co 


2? IN ge nuine Confede rate money roe only 
S500 ee CHAS D. BARKER, Atiauta, Ga. 


GENCY wanted for adve oe povertion. 
Send full particulars. GLOBE fF S$ BU- 
k E AU, 1441 South Penu Square, Philatelphia. 


OR the purpose of inviting announcements 

of Advertising Novelties likely to benefit 

reader as well as adverti 4 lines will be in- 
serted under this head ona e for one dollar. 


( yur Paperoid Card Cases “ wear like leather.” 

Five hundred, with your ad, $5; one thou- 
sand, $9. Less tor more. Without ad, for print- 
ers and oth $7.50 per ousand. Samples 
mailed. FINK & SON, ath & Chestnut, Phila. 
——_ +o —_—_. 




















FOR SALE, 


OB office ; nearly new ; $1,000. Good reason 
¢ forselling. BAKER & NEIDIG,Muscatine, la. 


fo! SALE-—A full year’s subscription to a: 
S’ INK, Sy “auaysate MADISON, P. O. 
948, New York Cit 


$1 00 BUYS a complete bound file of 
PRINTERS’ INK (32 volumes). Address 
’ care Printers’ Ink, 10 Spruce St., N. Y. 


YET issue of PRINTERS’ INK is religiously 
4 read by many newspaper men and printers, 
as well as by advertisers. If you want to buy a 
paper, or to sell a paper, or type or ink, the thin; 

to do is toannounce your desire in a "classified 
advertisement in PRINTERS’ INK. The cost is but 
25cents a line. As a rule, one insertion will do 
the business. Address P. RINTERS’ INK, 10 Spruce 
St., New York 


——+o>—_—_— 
ADVERTISEMENT CONSTRUCTOLS. 


gc HWARTZ, 905 Temple Court, 5 Beekman 

» street, New York. 

GC Y EORGE R. CRAW, mail ooter advertising. 
Box 502, C incinnati, Ohio 





\ ’M. WOODHOUSE, JR., Trenton, N. J., writes 
Store Papers for Retailers. 


WANT to hear from clothiers who want better 
advertising. FR: ANK B, WILSON, Kenton,O. 


ED SCARBORO, writer of forceful advertis- 

e ing. Request estimates, 20 Morton St., Bklyn. 

\W HAT $32.50 will do. See my large adver. 

tisement on page 27 of this issue. HOLLIS 
CORBIN. 


yo R ADV ERTISING LI LITERATURE — I can 

prepare it, saving you time, trouble and ex- 
pense. J. W. SC = ARTZ, Room 5, 5 Beekman, 
street, New 





AUNCHING a new business? Whether it will! 

4 bean ocean liner or a catboat may depend 

on_the advertising. Let us start you right. 

SNYDER & JOHNSON, Advertising Wmters and 
Agents, Woman’s Temple, Chicago. 





» ESULTS!—That is what I alwaysaim atand my 

\ customers often wonder at the accuracy of 
my aim. 1! write, illustrate, de sign and print all 
kinds of advertising literature in a neat, clean, 
convincing manner, just the way it should be 
done. Send alonga trial order and see if I can- 
not hit the “ bull’s-eye”’ of trade for you. Also 
send for my booklet. “ Ten Dollars a Thousand.” 
It will interest you. Address WM. JOHNSTON, 
Manager Printers’ Ink Press, 10 Spruce 8t., N. ¥. 
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FEASTING THE SANDWICH MAN. 
Thanks to the efforts of Mr. W. M.| 
Thompson, editor of Reynolds’, a thou- | 


sand men—aged from seventeen to sev- 
enty—practically the whole corps 
metropolitan perambulating advertisers 
sat in the Prince’s Hall of the Lambeth 
3aths on Christmas eve, gaily venturing 
the unwonted experiment of a four- 
course dinner. 

Then a telegram of good wishes was 
dispatched to the Prince of Wales; and 
when the answer arrived the roof rang 
with the long shouts ot loyalty and of 
that emotion the 
occasion to express—gratitude. 

A manly, straightforward speech from 
Mr, Thompson welded firmer the bond 
of sympathy already established between 
his guests and himself; a score of front- 
rank music-hall artistes did their best 
in their various ways—gratuitously, of 
course—to make the audience forget the 
police and rheumatism and __ sloppy 
streets; and a snapshot of the sandwich- 
men’s summer excursion down 
made them cheer for all the world like 


well-to-do Britons. After dinner also 
there was Scottish whisky given by a 
well-known Scottish firm, tobacco bear- 


ing household names from London and 
from Bristol, clay pipes from Dublin to 
put it in, clothing old and new from 
many a far-scattered well-wisher. And 
to crown all, a bright two-shilling piece 
for each man — two days’ wages! 
Vewspaper and foster Advertising. 





PAPER’S WANT FEATURE. 

The Des Moines Register has an ad- 
vertising department headed “Iowa Bus- 
iness Opportunities. In the December 


LOWA 


9 issue it occupied over three colymns, 
and included several hundred different 
advertisements, specimens of which fol- 
low: 

Physician Needed— Address A. A. 
Knecht, Druggist, Modale, Iowa. 

Cheese Factory "Needed Address P. 
M. Leishman, P. M., Rudd, Iowa. 

Clothing Store and Merchant Tailor 


Nee ded 
Manly 


Address W. 
Bank, Manly, 


Capitalist Needed— enter into the 
manufacturing “er on in a_ location 
where will be found new inventions and 
abundant coal fields awaiting develop- 
ment. For information write to J. A. 
Carlson, Stratford, Iowa. 


Andrews, cash 
ier Iowa, 





I am looking for a good location for 


a restaurant in a town of not less than 
1,000 inhabitants. Address George H. 
Wells, Early, Iowa. 

We would like to hear from Iowa 
cities and towns that have associations 
which will pay a bonus for the location 
of a factory within their boundaries. 
Address the Ulrich Manufacturing Co., 


Rock Falls, Illinois. 





—Newspaperdom, 
PROBABLY TRUE. 
That advertising will pay best which 
tells most about the wares you wis 
to sell.—Pacific Coast Advertising. 
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WELLESVILLE, ; Chia 
To the Editor of Newspaperdom: 

One of the most difficult problems 
that dailies and weeklies in the smaller 
cities have to contend with is the propo- 
sitions sent out by “foreign” advertis- 
ers, usually through some agency. The 
rate offered only a fraction of the 
price that the publisher asks from the 
local advertiser; and the worst feature 
of the whole business is that about nine 
out of every ten proprietors accept these 


Nov. 19, 1900. 


1s 


propositions, and carry a large amount 
of advertising at rates for which they 
cannot produce the space, 


The Pict of the matter is that nearly 
every publisher of a small-city daily or 
country weekly looks on foreign adver- 
tising a sort of “pick-up,” which is 
counted as clear gain; and after sign- 


as 


ing a contract with some agent or firm 
for space at one-half or less than it 
costs to produce it, he sits down and 


congratulates himself on having made a 


good bargain, and is pleased to think 
that the advertiser who has induced 
him to sign a_ top-of-column-next-to- 


reading-matter contract, at ruinous rates, 
selected his paper in which to make pub- 
lic his bid for trade. If the publisher 
would do a little thinking over these 
matters; then figure out what it costs 
him to produce an inch of space, and 
finally calculate what he has lost on this 
class of business in the past, and what 
it is costing him to carry out his present 
contracts, you will very readily see 
where he stands. 

Have an established rate—a flat rate 
if possible—and stick to it in all cases. 
The foreign advertiser should pay the 
same rate as the local advertiser, and 
will if the circulation offered is among 
pue he desires to reach, and the rate 

a just one. Apert R. De FLvenrt. 
SS 

Tue spasmodic advertiser is the one 
who thinks his advertising ought to 
take his goods down from his shelves 
and hand them to his customers. He 
will advertise in an insignificant, heart- 
less way to-day and to-morrow he will 
open his store two hours earlier than 
usual and expect the public to fight its 
way through his doors. He is usually 
disappointed and condemns advertising 
as a useless waste of money.—Milwas- 
kee (Wis.) Journal. 


ARRANGED BY STATES. 


Advertisements under this head 50 cents a line 
each time. By the year #2¢aline. No display 
other than 2-line initial letter. Must be handed 
in one week in advance. 


EORGIA. 


Sou 'THERN FARMER, Athens, Ga. 

‘ Southern agricultural publication 
people read it; 22,000 monthly. 
and Southwest. 














Leading 

Thrifty 
Covers South 
Advertising rates very low. 


ILLINOIS. 


( YONKEY’S HOME JOURNAT. excels as a me 

dium for interesting a good class of peopie 

in the smailer towns. Our subscribers own 

pianos or organs—the sign of a refined and weil- 

to-do home—and are naturally mail-order buyers. 

160,000 at 60 cents flat. W.°B. CONKEY COM- 
PANY, Chicago, Illinois, 
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ale ANTED.—Case of bad health that 
MAINE. | P-A-N § will not benefit. Send 5 cents to ’ 








a ee Chemical Co., New York, for 10 
\ 7 Eare so well satisfied with our ad | in m this samples and 1,000 testimonials. 
column for the past year that we will tr 

itagain. It has got us a special agent, for ons 
thing—S. 8S. Vreeland, 150 Nassau St., New York . 
who gets us contracts. He "sa mood c one—see him. If you intend to advertise 
cou IER-GAZET! E, Rockland, Me in Great Britain you may 

caniatieadiinnioes ae place your interests in the ete 
of Gordon & Gotch, St. Bri 


St., 
CANA DA. London, Eng., with alate confidence 
































(CANADIAN ADV ERTISING is best done by THE —— 

coe DESBARATS ADVERTISING AGENCY 
| cass Parens The Average Printer 
| : a —— does fairly well with 










ADVERTISING. | : handbills, sale - bills 


DRINTERS’ INK is a magazine devoted to the and dodgers, but he is 
general subject of advertising. Its standing | generally a dead fail- 





and influence is recognized throughout the en- 2 : B 
tire country. {ts unsolicited judgment upon ad ure when it comes to 
vertising matters is of value to intelligent adver- Booklets 

tisers as being that of a recognized authority. ° 

Chicago (Ill.) News. The print- 


PRINTERS’ INK is devoted exclusively to adver P 4 
tising—and aims to teach good advertising ing of Book- 
methods—how to prepare good copy and the lets is par 
value of different mediums, by conducting wide - S 1S par- 
open discussions on any topic interesting to ad- ticular work 
vertisers, Every subject is treated from the ad ° 
vertiser . standpoint. Subscription price $5 a and so is the 
year. Advertising rates, classifie d 25 cents aline ontes \ 
each time, display 50 cents a line. 4-page $25, 4 wnting oO f be. 
sage $50, whole page $100 each ae Address them. Ido both. 

*RINTERS’ INK, 10 Spruce St., New York. 





I write, 
design and print advertis- 
® fs ing literature of every de- 
Displayed Advertisements. | scription, and have 

a built up an interna- 





50 cents a line; $100 a page; 25 per cent as ati 
extra for specified position —if granted. tional reputation for 


Must be handed in one week in advance. doing th is kind of 
- —~ | work “just the way it should be 
done.” My work never fails to 
please, and one order will convince 

you that I am the printer you have 
BASSETT & SUTPHIN long been looking for. Do not 
delay but send to-day for my fig- 
ures on your next job of printing. 





45 Beekman St., Send for my Large Postal and 
also my new booklet, “ Have You 
NEW YORK, Got Hold of the Right Printer?” 


DEALERS IN 


. WILLIAM JOHNSTON, 
All Kinds of Paper MGR. PRINTERS’ INK PREss, 


10 Spruce St., New York. 

















About American Newspapers! 


The editor of the American Newspaper Directory keeps on file a mass of infor- 
mation gathered from year to year concerning the circ ‘ulation and character of Americz an 
newspapers. He has always at hand, in chronologic il order, accessible at a moment’s 
notice, a conveniently arranged mass of interesting documents, statements, pamphlets 
and circulation figures, going to show what is claimed for a paper by its owners or 
asserted of it by its enemies and friends. By the aid of these and his familiarity with the 
subject it is always possible to pass the history of the paper in rapid review and com- 
prehend and measure the claims set up concerning its value to advertisers. 

A new edition of the American Newspaper lirectory with circulation ratings revised 
and corrected to date appeared December Ist. This is the fourth quarterly issue for the 
thirty-second year ot the publication, 


PRICE FIVE DOLLARS. 


GEORGE P, ROWELL & CO., Publishers, No. 1o Spruce Street, New York. 
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THE PETERS CARTRIDGE COMPANY, CINCINNATI, O. 


SPORTING LIFE Pub. Co., Philadelphia, Pa. 

DEAR SIRS—It gives us pleasure to express our appreciation of the good 
results from advertising in the SPORTING LIFE. You certainly have a way 
of looking after advertisers that is sure to prove profitable to them. When 
we began with you our goods were almost unknown in your State, but 
have now become very popular, as is shown by the fact that our “New 
Victor” shells loaded with King’s smokeless for two years in succession 
won the championship, besides many other prizes in your ‘State tournaments, 
and innumerable prizes in other tournaments. 

Wishing yon the great success you deserve, we remain, 

Yours very truly, 
(Signed) THE PETERS CARTRIDGE CO. 


60,000 Gorn wary 
residents of suburban dis- GARDEN" FARM 
tricts, smaller towns and vil- 

a 









lages,and rural communities, . 
possibly 300,000 people, read GMICAGO, ILE 
GARDEN AND FARM Care- 
fully every month. Few 
papers have a stronger hold 
on their readers. You can’t 
reach this constituency in any other way. Do you want them to buy your 


goods? Circulation is proven. No guess work. 


THE AMERICAN FARMER CO., PUBLISHERS, 


CHICAGO, ILL. SPRINGFIELD, OHIO. 


The Goods and the Medium 


MEET: 


You've heard folks say “ad/ well be well when 
they meet thetr affinity.” There's an affinity 
between good goods and good mediums of 
advertising. 

Featherbone is the best substitute for whale- 
bone ever invented, TorLerres is the best 
fashion journal in America, absolutely practi- 
cal, The best designs illustrating the use of 
Featherbone are appearing in ToILeTres: 
what we can do for 6ne advertiser we can do 
for another. 











(Sample copy of TorLeTres free.) 


Tue Tortetres Co., 
26 East 22d Street, NEW York. 





170 Fifth Avenue, 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 

(ar Issued every Wednesday. Ten cents a 
copy. Subscription — five dollars a year, 
in advance. Six dollars a hundred. No ck 
numbers. 

(= Being printed from plates, it is always pos- 
sible to issue a new edition of five hundred cop- 
ies for $30, or a larger number at the same rate. 

(Publishers desiring to subscribe for PRINT- 
ERs’ INK for the benefit of advg. patrons may, on 
application, obtain special confidential terms. 

tz If any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in his name, Every paper is stopped 
at the expiration of the time paid for. 

ADVERTISING RATES . : 

Classified advertisements 25 cents a line: six 
words to the line; pearl measure; display 50 cents 
a line; 15 linesto the inch. $100a page. Special 
position twenty-five per cent additional, if grant- 
ed; discount, five per cent for cash with order. 

OscAR HERZBERG, Managing Editor. 
PETER DOUGAN, Manager of Advertising 
and Subscription Department. 
New YORK OFFICES: NO. 10 SPRUCE ST. 
LONDON AGENT, F. W. SEARS, 50-52 LUD- 
GATE HILL, E. C. 


~NEW YORK, JAN. 23, 1901. 


Do not mail order advertisers 
preserve much information for 
which there is never any use? 

TAKE a look at the Pinehurst 
article or advertisement in the 
January Review of Reviews. How 
could it be made more attractive? 

PEOPLE must be educated as to 
the value of advertised articles—it 
is wonderful how little the aver- 
age man or woman knows of things 
concerning which they are credited 
with full knowledge. 


Tue Great Northern Railway 
has in hand an adwriting competi- 
tion, particulars of which may be 
secured from Mr. F. I. Whitney, 
general passenger and ticket agent 
of the road, at St. Paul, Minn. 





Tue Frank Leslie's Popular 
Monthly issues a booklet of names 
of advertisers who have used that 
periodical—under lists of their 
particular businesses. The largest 
list is that of advertisers of house 
furnishings. 

“Cost and result tables” are 
frequently instances where figures 
are made to lie. Too often the 
publications showing the least re- 
sults are not to blame—the cause 
is with the buyer of space, who 
has selected an inappropriate me- 
dium for the article advertised. 


Mr. WIneEBuRGH tells Profitable 
Advertising that ‘‘street car ad- 
vertising used to be considered an 
adjunct; to-day it is an essential.” 





Tue Galveston disaster is fur- 
nishing its quota of advertising of 
a peculiar class. The Blickens- 
derfer typewriter people are out 
with a testimonial from a man 
whose machine came through the 
flood needing simply a few minor 
repairs, while Adam Schaaf; a Chi- 
cago piano maker, exhibits an in- 
strument in his window which was 
dug from three feet of mud and 
found in fair tune 





THE city of Milwaukee wants a 
new school superintendent, and 
has taken the extraordinary meth- 
od of advertising for one. School 
Director Hoyt, at a meeting of the 
school board, introduced a resolu- 
tion calling for an advertisement 
for a superintendent. Milwaukee, 
he contends, ought to have the best 
talent in that line, and to get it the 
best way is to call the attention of 
the country to its needs. 


Unpber the name of “Dreams of 
Fair Women” the Worcester Cor- 
set Company, of Worcester, Mass., 
issues a beautiful brochure devoted 
to its specialty. The front cover 
has a hole in the center, through 
which the fine and famous picture 
of Princess Potocka peeps. The 
half-tone illustrations of the wom- 
en in the corsets are on pages half 
the width of those upon which the 
typographical matter appears. The 
reading is interesting and convinc- 
ing—although it has not yet con- 
vincedsthe editor of Printers’ INK 
to wear a corset. 





A Missourt paper has arranged 
to have its local bank guarantee 
its circulation. This is not a new 
scheme, but is being used rather 
more than formerly. The trouble 
with all of these schemes is that 
they partake largely of the nature 
of a bluff. Moreover, they put the 
burden of proof upon the adver- 
tiser. What the advertiser prefers 
is a clean-cut and straightforward 
statement, covering a given period 
of time.—Newspaperdom, Nov. 209. 
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“Tea Leaves: Tea from the Tea 
Garden to the Teacup” is an in- 
teresting brochure, with twenty il- 
justrations, from Francis H. Leg- 
gett & Co., New York City. Few 
who begin to read it will lay it 
down before reading through its 
seventy-five pages, and perhaps re- 

taining it as a piece of valuable in- 
formation. 


Tue Hirsch stores, of New Ha- 
ven, Conn., ask in an advertise- 
ment their customers to “figure 
out this problem” 


If right through the season some 
firms have advertised goods at half 
actual value and some even at less than 
manufacturers’ cost, stating ridiculous 
reasons for so doing—and now in 
January, these same firms, without hesi- 
tation, announce reductions of half or 
more from tormer prices, what was 
the very first price ? How did the manu- 
facturer pay for his materials, labor, 
expenses, etc., and still exist—and pos- 
sibly get rich? How did the retail mer- 
chant pay his help, rent and personal ex- 
pense and still exist—perhaps get rich 
too ? If January prices at those stores 
are actually one-half of former prices 
how were you treated in November or 
December? 





THE story which most advertis- 
ers are interested in having told 
is the story of circulation. This 
is the story which determines the 
profit on their advertising invest- 
ment, and most papers yield to 
this desire of the advertisers and 
tell the story of their circulation. 
But, alas! in what varied fashion. 
There are two ways—perhaps more 
than two ways—of telling the cir- 
culation story. Some say, “Our 
circulation is big—so big—so big, 
in fact, that we can’t tell you how 
big it is.” Others say, ““We have 
the biggest circulation in town” or 
“bigger than our competitor.” 
Others say, “Our circulation is 
200,000 or 300,000.” They even 
show a book with those figures in. 
These are some of the ways of 
telling the story. There is an- 
other way. The exact number of 
papers printed and sold, every day. 
week after week, month after 
month, year after year. When the 
circulation increases the story is 
told in this way. When the circu- 
lation decreases the story is still 
told in the same om 9 
News, 
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IMPROVEMENT is the necessity of 
all good advertising. 


“T FAVOR cuts only in two in- 
stances,” says Mr. Conne, of Sie- 
gel-Cooper, to the Dry Goods 
Economist. “First, if the illustra- 
tion is an artistic embellishment of 
a special announcement, and not 
only intended to beautify the work 
but really doing so. People like 
pretty pictures, and will never 
cease to look at them first and in 
preference to printed matter. Sec- 
ondly, I favor cuts if they illus- 
trate some article that is hard to 
describe accurately and briefly. On 
the other hand, I consider the use 
of many of the cuts seen in the 
columns of the daily papers a 
waste of money, such, for exam- 
ple, as the cut of a glove or a shoe, 
or a,tin pail, or a comb, when 
there is nothing new or beautiful 
about the style of the goods or the 
illustration.” 


More than once we have ex- 
posed the fallacy of the argument 
that cost of production of space 
has anything to do with its market 
value to the general advertiser. 
That individual is simply buying 
readers by the thousand, character 
of constituency and geographical 
location being satisfactory. If the 
Evening Record’s charges be noi 
based upon what he has fixed as 
his maximum unit per thousand of 
circulation, he will simply pass 
that paper, and buy some one else’s 
circulation. As to the assertion, 
“The foreign advertiser should 
pay the same rate as the local ad- 
vertiser,” that also depends on cir- 
cumstances. In the case of coun- 
try weeklies and small-city dailies, 
the agent or general advertiser can 
as a rule be induced to pay as 
much as the home patron only 
where a circulation is largeenough 
to bring up the price, based on the 
generally-accepted unit, to the fig- 
ure charged the local merchant. 
This is a difficult matter in case of 
a circulation of from one thousand 
to two thousand; whereas in con- 
nection with a larger output, it is 
frequently found that the space- 
buyer will pay as good a price as 
- be secured in the local field — 

ewspaperdom. 
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Tue Burlington Route devotes 
a booklet to explaining * ‘What a 
Chair Car Is.” The first page is 
given up to these questions, often 
asked: 

I never use a sleeping car. Rather 
than undress while traveling I prefer 
sitting up all night. I see you advertise 
reclining chair cars. What are they 
like? ’ 

My wife is timid and does not like 
the idea of a sleeping car. What con- 
veniences have the reclining chair cars 
that I see you advertise? 

I would like to economize on my 
trip and save sleeping car fare. What 
about those chair cars? 

Is any charge made for seats in your 
chair cars? Are they comfortable? 
What kind of chairs do you use? 

Then follow a number of inter 
esting half-tone pages, showing 
how the chairs in question are to 
be used. It is pretty convincing. 











THE Pensacola la (Fla. ) News of 
recent date makes the following 
interesting comments on the right 
of the State to prescribe the rates 
of newspapers for the insertion of 
legal advertisements : 

Without any constitutional warrant 
whatever, successive legislatures have 
assumed the right of prescribing the 
amounts that public newspapers shall 
charge for the insertion of legal adver- 
tisements. No ground whatever has ever 
been claimed or any reason assigned 
why such legislation should be enacted. 
Newspapers are not public—or quasi 
public—corporations, created by the 
State, and therefore, like railroads, sub- 
ject to State regulation. They are pri- 
vate, and, generally, individual enter- 
prises, whose rates of subscription and 
advertising are regulated, like any mer- 
cantile or manufacturing business, by 
the natural laws of trade and the en- 
vironment of competition. There is no 
more reason or justice in the arbitrary 
regulation of their rates than there 
would be in the regulation by statute 
of the merchant’s prices for the goods 
he offers for sale. Florida legislatures 
have decreed that for legal advertise- 
ments the newspapers shall charge, for 
the first insertion, one dollar per inch, 
and for subsequent insertions, fifty cents 
per inch, for any period not exceeding 
two months, and in excess of two 
months, three-fourths of said rate. While 
this rate might be fair for some weekly 
newspapers, it is manifestly unjust to 
others, both weekly and daily, whose 
larger expense accounts and circulation 
make their.space more valuable. Such 
a discrimination, even if any regulation 
of rates was lawful, is unjust. No good 
reason exists, or can be even imagined, 
why the full, current, commercial rates 
of ‘advertising in every newspaper, daily 
or weekly, should not be paid by the 
State, by the counties, or by individ- 
uals, requiring legal advertising, for the 
space occupied. 
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Tue Rural New Yorker has this 
card standing at the head of its 
editorial columns: 

“A SQUARE DEAL.” 

We believe that every advertisement 
in this paper is backed by a responsible 
person. But to make doubly sure we 
will make good any loss to paid sub- 
scribers sustained by trusting any de- 
liberate swindler advertising in our col- 
umns, and any such swindler will be 
publicly exposed. We protect subscrib- 
ers against rogues, but we do not guar- 
antee to adjust trifling differences be- 
tween subscribers and honest, respon- 
sible advertisers. Neither will we be 
responsible for the debts of honest bank- 
rupts sanctioned by the courts. Notice 
of the complaint must be sent us within 
one month of the time of the transac- 
tion, and you must have mentioned the 
Rural New Yorker when writing the ad- 
vertiser. 





“THE pre-eminent success of 
the Wanamaker business,” said 
Mr. Hotchkin, of the New York 
branch, to a reporter of a PrRINT- 
ERS’ INK contemporary, “is due to 
the fact that the most masterful 
methods of merchandising have 
been constantly coupled with the 
highest order of advertising. 
Talking of morning and evening 
papers, Mr. Hotchkin said: 

The question of preference for morn 
ing or evening papers is one of opinion 
and price. Few homes in these days of 
penny papers are without papers in the 
morning. The statement that a woman 
will allow her husband to carry off the 
paper when he goes down town is an 
insult to her intelligence as well as his 
interest in his family. Men are called 
“lords of creation,” but I should be 
loath to believe that American men are 
so selfish and utterly lacking in regard 
for their wives as such an argument 
suggests. My personal belief is that p: 
pers bought on the way down town are 
additional to those left at home. When 
you consider that, on a conservative es 
timate, two morning papers are pub 
lished for every family in Greater New 
York, this should indicate that two cop 
ies are provided for the majority of 
homes, after allowing the necessary per 





centage for foreign circulation. This 
theory is the only way of accounting 
for their distribution. Thus the even 


ing papers become an additional propo 
sition, duplicating as they do and prob 
ably exceeding the combined morning 
circulation—providing four or five pa 
pers for every house, flat and apartment 
in the entire Greater City. If at times 
evening papers of a certain class seem 
to bring most spontaneous returns for 
special offerings, the morning papers 
contribute an influence of more perma 
nent value, on a clientele less fickle and 
spasmodic. I should say that a broad 
store that appeals so fully to all classes, 
as does the Wanamaker store, cannot af 
ford to ignore either media for its an 
nouncements of merchandise news. 








PRINTERS’ 


Tue News Chronicle is a new 
New York monthly issued by the 
Epitome Publishing Co., 251 Will- 
iam street, devoted to giving sum- 
maries of the daily news of the 
past month for editors who desire 
to secure in a moment certain facts 
without hunting through files. It 
seems “just the thing.” Edward 
Records, formerly of Los Angeles 
and Boston, is the editor. From 
the first number just to hand Mr. 
Records appears to possess all the 
qualifications necessary, even in- 
cluding an appropriate name. 


Tue Dry Goods Economist has 
been interviewing the advertising 
managers of New York depart- 
ment stores with certain questions, 
One of these was whether intro- 
ductions to special offerings are 
“T believe in introductions,” 
said Mr. Jones, of Macy. “Take 
a biography or history. Expunge 
therefrom everything but the mere 
facts, all the anecdotes, the side 
lights, the comments, the deduc- 
tions, and what have you left? The 
necessary facts, to be sure, but who 
could be hired to read them? Be 
assured women are not so intense- 
ly interested in advertisements as 
to read them unless presented in 
attractive form. Some men could 
make a census table as interesting 
as a good novel, and of such are 
the best writers of advertisements.” 
Mr. Young, of O’Neill’s, thinks 
that circumstances must govern. 
“T am both for and against,” says 
he. “In favor of such as add in- 
terest and information to the bar- 
gain text, but opnosed to those 
which are mere fillers of space, be- 
cause something was supposed to 
be called for. Then the words 
should be fitted to the subject. An 
introduction to a costume opening, 
for example, admits of different 
treatment to the announcement of 
a tin pan sale. Another point— 
the phraseology should be plain and 
sentences short. I note a tendency 
to shoot over the heads of readers 
by the employment of polysylla- 
bic expletives. Simplicity, direct- 
ness, brevity, are the advertising 
desiderata.” Mr. Hotchkin, of 
Wanamaker’s, and Mr. Conne ex- 
Pressed the same opinions in dif- 
ferent words. 


good, 
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BEATRICE, Neb., issues six pa- 
pers, two dailies and four weeklies, 
and none of them appears to get 
credit for printing so many as a 
thousand copies regularly. What 
is the matter with Beatrice? 





From Washington comes the 
news that Consul-General Frank 
H. Mason has reported to the 
State Department that certain 
trade papers in Germany have 
agreed to boycott the advertise- 
ments of American manufactured 
bicycles by raising the rates there- 
for to an extortionate price. This 
has made it impossible for the 
manufacturers or their European 
agents to advertise them. The re- 
port is accompanied by the state- 
ment that an attempt was made to 
coerce the German daily papers 
into doing the same thing and also 
to raise the rates for advertising 
American sewing machines. This 
latter «movement—to the credit of 
the German newspaper press—has 
failed. The trouble seems to be 
that the German manufacturers 
are being beaten in their home 
market by American manufactur- 
ers and they have brought pres- 
sure to bear upon those trade pa- 
per publishers who are more or 
less dependent upon the home man- 
ufacturers, in order to exclude the 
Americans from the same advertis- 
ing privileges as they enjoy. How 
long the boycott will last, or whe- 
ther it will spread to other lines 
of American industry, it is impos- 
sible to tell. In answer to ques- 
tions on the subject, Consul-Gen- 
eral Mason received the following 
reply from the representative of 
one of the leading American bicy- 


cle manufaciurers now stationed 
in Hamburg: 
We have paid no attention to the 


cycle papers during the past four years. 
Five years ago we advertised in the 
Radwelt and the Radfahrerbundes Zeit- 
ung, and at the end of 1896 they re- 


fused to take further advertisements 
from us. We, therefore, spend the 
same money on illustrated papers pub- 


lished in Germany and 
much better advantage. In fact, if all 
those papers should now offer to take 
our advertisements I do not think we 
would accept their offers. A few years 
ago, this undoubtedly hurt us ; but under 
present conditions of the bicycle busi- 
ness, the trade paper does not have the 
same iniluence that it formerly had, 


» .we think, to 




















44 PRINTERS’ INK. 


ARTHUR BRISBANE was given a 
dinner at the Hotel Martin by the 
advertising staff of the Journal on 
the evening of Jan. 11. The state- 
ment does not seem unusual, but 
it is said to be the first time on 
record when the men who look 
after the advertising of a paper 
have tendered a compliment of this 
kind to the editor, for the adver- 
tising end of a newspaper and the 
editorial branch are usually sepa- 
rated by a barrier which sometimes 
militates against advertisers. The 
guests invited to meet the editor 
included such men as Robert Og- 
den, of the Wanamaker store; H. 
H. McClure, of McClure, Phillips 
& Company; P. A. Conne, adver- 
tising manager of the Siegel-Coop- 
er Company; Arthur Chandler, 
business manager of the North 


American Review and director of 


Harper & Brothers; W. H. Rey- 
nolds, president of the Borough 
Park Real Estate Company; D. H. 
Merrill, of Merrill, Baker & Com- 
pany ; George J. Bryan, of the Uni- 
versity Society; Joseph Rogers, 
editor of McClure’s Magazine; 
W. R. Hotchkin, advertising man- 
ager of John Wanamaker’s; W. B 
Hunter, advertising manager and 
industrial agent of the Delaware, 
Lackawanna & Western R. R.:; J. 
C. Clark, advertising manager, 
Merrill, Baker & Company; Ed- 
ward R. Johns and E. G. Johns, 
of Wall street, and Frank Bris- 
bane, brother of the guest of the 
evening. Mr. Brisbane, who has 
frequently published editorials 
about advertisers and advertising 
and of the relation of the news de- 
partment to both, heard a discus- 
sion of the subject by men of cult- 
ure and practical ideas. William 
C. Freeman, the advertising man- 
ager of the Journal, with J. C. 
Dayton, Sam Hecht, W. R. Gardi- 
ner and John Tobin, of his staff, 
and Nathan Cohen, publisher of 
Das Morgen Journal, as well as 
dozens of -the New York adver- 
tising corps, represented the busi- 
ness department of the paper. The 
presence on the back page of the 
menu of an excerpt from Mr. Bris- 
hane’s Evening Journal editorial, 
on “Mr. Harmsworth’s Interest- 
ing Disappointment,” led to a 


warm discussion as to the merits 
of the English editor’s recent ex- 


periment. 





Tue Proctor & Collier Com- 
pany, of Cincinnati, send this kind 
of argument for cheaper rates to 
newspaper publishers: 

The rule of charging all advertisers 
alike for advertising space, while appar- 
ently fair, is really unjust. It is as if 
railroads were to charge the same freight 
rate for coal and silk. To expect the 
same price for advertising space for a 
staple grocery article, like a laundry 
soap, as for a patent medicine, whose 
first cost is next to nothing, is unreason- 
able. Your grocer can tell you how 
little profit there is in a whole box o 
soap, and how long time is required to 
sell one. The expensiveness of news- 
paper advertising is one reason why 
the best class of foreign advertising goes 
into the magazines, while the bulk of 
foreign advertising in newspapers is of 
patent medicines, the least desirable of 
all advertising, because the advertise- 
ments never are attractive, sometimes 
are offensive, and the remedies often 
fakes, We ask you to consider the 
Ivory soap advertising as a separate and 
distinct proposition. 
~~ 


WHY WASHINGTON? 











Under this heading Mr. Lee 
Starke, the foreign advertising rep- 
resentative of the Washington (D. 
C.) Evening Star, issues a circular 
of the following interesting facts 
concerning Washington: 

As an advertising investment Wash- 
ington offers a most attractive field. It 
is the purchasing point for a population 
of 325,000 embraced in the District of 
Columbia and the contiguous portions 
of Maryland and Virginia, It is the 
capital of our nation, the seat of gov- 
ernment and of American intelligence 
and substance. It has an annual visit- 
ing list of over 300,000 of the repre- 
sentative people of this country. 

In comparison with its population it 
contains the largest body of well-paid 
employees of any city. There are 
23,000 government employees whose 
monthly salaries reach a total of more 
than $2,400,000. These are paid semi- 
monthly, assuring a periodica] circula- 
tion of $1,200,000 every two weeks. In 
winter Congress adds $500,000 monthly 
to this regular salary circulation. 

Washington contains manufacturing 
and business establishments employing 
30,000 well-paid people. It is not only 
the residence city of the representatives 
of all foreign nations, but is fast be- 
coming the abode of the wealthy and 
cultured people of all sectiens of this 
country, especially in winter. It is the 
only large city that can be thoroughly 
covered with a single newspaper. 

The Evening Star is delivered into 
more than go per cent of the homes of 
Washington. Any other advertising in 
that city is largely duplication. 








ie 





QUALITY AND QUANTITY. 


Silk is worth more than calico, 
but is subject to exactly the same 
rules of measurement. 

You buy calico by the yard—you 
buy silk on the same basis. 

Quality determines the price by 
the yard—quantity the cost of the 
piece. 

And the rule that applies to the 
selling of silk and calico governs 
with equal force the selling of ad- 
vertising space. 

The only difference is that the 
unit of measurement, instead of 
being yards, is thousands of circu- 
lation. 

The publisher who refuses to 
make a definite statement of cir- 
culation, who becomes indignant 
when an advertiser demands proof 
of his estimates or who declares 
that his paper is so well known 
that he does not have to depend 
upon circulation statements to sell 
his space, is simply talking through 
his headgear—or rather through 
the vacuum under his headgear. 

The merchant who attempted 
the same si would be called a 
fool—the farmer who tried to sell 
wheat without measuring it, or the 
real estate man who put forth a 
claim that his land was so charm- 
ingly located that it was not neces- 
sary to make a definite survey of 
it, would go down on the records 
of men’s memory as a swindler. 

And between you and me, adver- 
tisers are rapidly learning that the 
pu blisher who refuses to make an 
authentic circulation statement be- 
longs to the same class. 

There can be but one reason for 
refusing proofs of circulation—and 
that is lack of circulation. The 
publisher who declares that his 
presses turn out ten thousand, or 
twenty thousand, or a hundred 
thousand copies each issue, and 
declines to show his books in proof 
of it, can be put down, in at least 
nine cases out of ten, as a delib- 
erate liar. The only men who are 
backward about showing up the 
fish in proof of their fish stories 
are the ones who haven't any fish 
to show. And it can be accepted 
as an axiom that the publisher who 
refuses to prove his circulation 
hasn’t much to prove. 

Advertisers have a right to know 
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what they are buying, and to know 
it positively. Some publications 
are worth more than others, per 
thousand; but after all, quality 
only determines the value per unit 
of measurement—quantity must 
govern the worth per issue. The 
advertiser who demands a detailed 
statement of circulation does not 
impute dishonesty on the part of 
the publisher—but the refusal to 
furnish the statement is pretty con- 
clusive proof that he is dishonest. 

I have in mind now a publication 
that for years rested solely upon 
its reputation as a high-class peri- 
odical. Its publishers became in- 
dignant every time an advertiser 
asked for a statement of circula- 
tion, and on more than one occa- 
sion good fat contracts were al- 
lowed to slip past rather than sub- 
mit to an inspection of the books. 
The publishers declared that they 
would go out of business before 
they would allow outsiders to pry 
into their business to that extent. 

But there came a time, a year or 
so ago, when, owing to favorable 
circumstances, the circulation of 
that periodical increased quite rap- 
idly. Month after month it climb- 
ed, until it actually reached a very 
respectable figure. And the first 
thing that those publishers did was 
to issue a sworn statement to sub- 
stantiate the claim that their pub- 
lication now led all others in its 
class. And it didn’t interfere with 
their dignity in any way. 

There is really only one abso- 
lutely fair way to sell or buy adver- 
tising space, and that is at so much 
an inch, or line, per thousand of 
circulation. 

Advertisers are rapidly learning 
to appreciate this fact, and the time 
is surely coming when space will 
not be bought on any other basis. 
When it does come to that there 
will be fewer fake publications, 
fewer advertising gold bricks, and 
an ,appreciation of the honest men 
in the publishing business.—Pub- 
licity (Pittsburg). 
+o > — 

A GRAVE BUT COMMON MISTAKE. 

One of thegravest mistakes that a man 
makes is to imagine that “big words” 
make good advertising. They don’t any 
more than they make good literature. 
The best writers of both literature and 


advertising are those who use the sim- 
plest language.—Dry Goods Economist. 
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THE MASTER PRINTER. 





Probably the best-known printer 
in the United States is Theodore 
L. DeVinne, of New York. In 
the office of which he is the man- 
aging head is executed much of 
the finest work done in the coun- 
try, and the excellence of the out- 
put is attributable to his original 
and artistic ideas and high order 
of mechanical skill. His style of 
book composition and his press- 
work of wood-cuts have given him 
a wide reputation in this country 
and abroad. The St. Nicholas 
magazine has been printed in his 
establishment since 1873, and the 
Century since 1874. His efforts 
to improve typography have been 
constant for many years. It was 
while in pursuit of this object that 
he experienced the need of a se- 
ries of advertising type to use in 
certain places, and designed the 
popular face now known by his 
name and used the world over. 

Theodore Low DeVinne was 
born Dec. 25, 1828, in Stamford, 
Conn. He left school when four- 
teen years of age and in 1844-8 
worked as a printer in the office 
of the Newburgh (N. Y.) Gazette. 
He went to New York City in 
1849, entered the employ of Fran- 
cis Hart and was, for a time, fore- 
man of the office. He became Mr. 
Hart’s partner in 1859. In 1877 
the latter died. The firm name 
became Theodore L. DeVinne & 
Co. in 1883. Mr. DeVinne has 
achieved notable things in organiz- 
ing employing printers for mutual 
benefit, and was the first president 
of the National Typothetae. He 
has contributed to current litera- 
ture on books and printing, and 
has published the ‘“‘Printers’ Price 
List,”’ an office manual; “Invention 
of Printing,” and “Historic 
Types.”—Newspaper Union. 

IN GERMANY. | 

Among the advertisers whose faces are 
familiar to us are the Trieder-Binocular, 
the Hammond, Remington and Blickens- 
derfer Typewriters, Ferratin Tablets, 
Kodaks, Caw’s pens, Vin Mariani, Soma- 
tose biscuits, Veloutine Fay and Creme 
Simon, all with the most curiously un- 
familiar make-ups.—Fame. 

es saree = 
Tue success of a great many adver- 


tisers is due to the use of other people’s 
brains. 
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AN ILLUSTRATIVE INSTANCE. 

A correspondent writes : ** Repetition 
is the great secret of advertising in many 
instances. I never was so impressed 
with its powers as the other evening 
when walking up the steps to the ele- 
vated railroad at 11th street, in this 
city. The elevated here is at quite a 
height from the street, and the climb 
is a long and tedious one—the stairs 
takin~ several turns. But on every step 
—and it seemed to me there were 
hundreds—there was a bright blue en- 
amelled sign with the words Royal Bak- 
ing Powder on it in white letters. They 
stretched from the bottom to the top in 
one unbroken line, except where the 
stairs turned, and I do not believe | 
ever had any one phrase so impressed 
upon my mind as that was. I do not 
buy baking powder, personaily, but when 

‘do, I shall buy Royal. “I have no 
others in mind, but I know of Royal 
after having every step on a long tire 
some climb tell me Ard it. Advisor. 


PRA ACTICABILITY, 


Bryan announces that he will not have 
any advertising in the first number of 
his paper. From this it would seem 
that Mr. Bryan bids fair to be quite as 
practical in the publishing business as 
he is in politics.—Atlanta (Ga.) Journal, 
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for sore FEE: T 


‘Just about the worst pain of all comes from sore 
feet. Some people have to take off their shoes right 
tm the middle of the day because their feet hurt them 
eo. If these same le would first bathe their feetin 
warm water, and then rub them with a Oil, they 
could wear their shoes ffom morming till bedtime 
Omega Oilis a-liniment that containsa rare little Swiss 
green herb that ‘Wakes atthe the pores of the skin 
and stops pain. it takes out the soreness, removes the 

aos -invigorates the tired 

muscles, and causes all the ors ones from 
perspiration to ——. That's 4 good deal for one 

to do, but Omega Oil does it feet the same. It 

is'good for everything a liniment ought to be good for. 
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THIS ADVERTISEMENT, HERE GREATLY 
REDUCED, MAY NOT BE ONE OF GREAT 
DELICACY, BUT IT STRUCK THE EYE Al 
ONCE, AND THERE WAS NO CHANCE OF 
MISTAKING ITS’ POINT. THE PRESENT 
REDUCTION GIVES IT A CERTAIN REFINE 
MENT WHICH ITS APPEARANCE IN THE 
NEWSPAPER UTTERLY LACKED, 
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They Are Money Bringers. 


The impression that advertisements in a newspaper directory are 
not seen and read had perhaps a foundation when they were massed 
in bulk at the end of the book, but when interspersed amid the text 
on the page with or opposite the description of the paper advertised 
and the Gazetteer description of the town where it is published the 
case is quite different. The user of the Directory is glad to avail him- 
self of the information the advertisement conveys when it is made so 
accessible. The letter printed below illustrates the truth of this state- 
ment and the character of.the advertisement there specially referred 
to makes plaim the reason why it is effective in bringing revenue to 
the paper advertised. 

Newark, N. J., Jan. 3, 1901. 
American Newspaper Directory, New York: 

GENTLEMEN—Inclosed we hand you our check for $36.00, in payment of our advertise- 
ment in your Directory for the year 19gor. 

Right here we wish to say that we have derived considerable benefit from our advertise- 


ment during the past year, something we cannot say of other directories which we have tried. 
Wishing you a happy and prosperous new year, very 7 yours, 


. Frere Zeitunec, 


NEW JERSEY FREIE ZEITUNG, 
ver morning except Sunday, DER 
ERZ R, Sundays, and WEEK- 
LY, Wednesdays; German; independent- 
republican; daily eight to twelve pages, 
Sunday twenty to twenty-four, weekly eight 
—daily 15x23, weekly 15x23: subscription— 
daily with Sunday Sunday $2, weekly 50 
cents; established—daily and Sunday 1858, 
weekly 1879; Frederick Xuhn, editor; Bene. 
dict Prieth, publisher. 

Circulation— Daily: Actual average for 
1895, 3,320. In 18%, G. Actual average 
Tor 1897, 5,582; for 1898, 6-365; re year 
ending w ith Sept., 1899, 6,655. 4 
Sunday: Actual average for 1995. S250: 
In 18%, F, Actual average for 1897, 8,71 

Sor 18%, 10,046; for a wor a ending ouk 


September, 1899, 10,456. 

i Actual avera ie for Tote 2, 475. 
In 1896, H. aoe et Le In 1898, yH. In 
1899, yi. In aon 
Publisher's An ement.—There are over 

00,000 Germans in Essex 

County, and as the FREIE 
ZEITUNG is the only Ger- 
man paper in the county, 
it is the only medium 
through which this lar; , 
and prosperous part of t 
population can be reached. 
The FREIE ZEITUNG is es- 
sentially a home paper, 
having no street sales to 
speak of. A recent can- 
vass of the county has 
showr that 8? ver cent 
of th Germar families 
read the Freie Zerrune. This proves con 
clusively that the advertiser car. not reach 
the Germans of Newark by using the Eng- 
lish papers. 


Advertising to-day is not done by sensible men on the basis of 
doing a favor. It is an investment that is expected to yield a profit. 
Careful thought and consideration is given to every advertising me- 
dium, whether directory,newspaper, billboard or what not, before 
the judicious advertiser adds it to his list and assumes to pay its cost. 
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The standard aid and text-book of the advertiser to-day is the 
American Newspaper Directory. It is to that book that he looks for 
clues to enable him to decide what points he shall cover, what papers 
he shall use and which to avoid. 

The catalogue description of the papers in the Directory is of ne- 
cessity restricted to points that are susceptible of exact statement, all 
being given in compact form and with strict adherence to a plan. 
The circulation of a paper is given, but nothing i is said about the char- 
acter or how thoroughly the paper covers its field from an advertiser’s 
standpoint ; and yet this very information is wanted by the advertiser 
who uses the Directory, and at the very time when he is using the 
Directory. 

To further illustrate the point the advertisement referred to in the 
letter printed above is reproduced in the position it occupies in 
the book, following immediately the Directory description of the paper 
advertised. 

A publisher's announcement so well worded, so well placed, con- 
veying information of such interest, facts of so much importance to 
the advertiser who is seeking to make the best possible selection of 
papers to be used is certain to be read with interest and earn the ad- 
vertiser’s confidence and good will. 

For the publisher who has anything to tell that is worth driving 
into the advertiser's mind, the small paragraph in the Directory fol- 
lowing the catalogue description is the most effective entering wedge. 

On the pages that follow are reproduced a large number of these 
publishers’ announcements. If their value were fully understood no 
paper having a story to tell would omit so excellent an opportunity to 
print it in the place where it will do so much good. The cost of in- 
serting such an announcement as is here shown is less than _ half 
a cent for each book in which it appears. Less than one-third of the 
cost of sending a postal card to each user of the Directory were his 
name and address known. 

The charge for such an announcement is 50 cents a line for each 
issue or $2 a line for a year. No announcement accepted for less than 
$1. An order amounting to $10 or more in any one issue of the Di- 
rectory entitles the advertiser to a free copy of the Directory (price 
$5), delivered cz irriage paid. A free copy of one issue of the Direct- 
ory will be sent in consideration of a yearly advertisement amounting 
to $10 or more for the year, provided the advertisement is paid for in 
advance—not otherwise. 

Small pictures of newspaper buildings, or portraits of publishers, 
not exceeding an inch in length or breadth, may appear if desired. 

A quarter-page display advertisement may have a place in letter- 
press portion of the Directory in a position on the same page with or 
opposite the description of the paper. The price for this space and 
position is $25 for each issue or $100 for the four issues appearing in 
a year; and the yearly advertiser is entitled to a free copy of each of 
the four issues of the Di rectory (price $5 each), to be delivered to 
him carriage paid. Half pages and full pages are charged at the same 
rate. Half pages $50, full pages $100, for each issue. 

Five per cent may he deducted from prices named if copy of ad 
vertisement and check in full settlement accompany the order. Ten 
per cent may be deducted if payment in advance is sent for an entire 
year. 

Orders amounting to less than $10 cannot be accepted unless paid 
for in advance, because the trouble, delay, expense of bookkeeping, 
making drafts, conducting correspondence, etc.. are so frequently 
greater than the small amount of the charge warrants or compensates. 


Address GEO. P. ROWELL & CO.. Publishers of 
THE AMERICAN NEWSPAPER Directory, 
10 Spruce Street, New York. 
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Publishers’ Announcements in American 
Newspaper Directory. 


ALABAMA, 


BIRMINGHAM, ¢. b., Jefferson Co. 
O 38,415+ pop., on Alabama Great Western, 
Birmingham & Jones Valley, Central of 
Georgia, Southern, Kansas City, Memphis 
& Birmingham, Louisville & Nashville and 
Queen & Crescent Route Rds., 96 m. N. W. 
of Montgomery, the State capital, and 163 
S. W. of Chattanooga, Tenn. Agriculture, 
coal and iron. 

DAILY. 

LEDGER; every evening except Sun- 
day; independent; eight pages 18x24; sub- 
8c ription $8; established 1896; The Ledger 
Publishing egy editors and publishers. 
Circulation: Actual average for 1897, 
2, Sas for "1598, 5,034. In 189,G@. In 
1900, Z 
Publishers’ announcement. — Birmingham, 

the center of the great industrial district 

of Alabama, is the most prosperous and 
progressive city in the South and Jefferson 
is the richest and most populous county, 
with two exceptions, in the Southern 

States. The circulation of the Dairy 

LEDGER among the people of this large city 

and county is greater than that of any 

other newspaper. Results follow advertis- 
ing in its columns. 


MONTGOMERY, . h., Montgomery 
Co. 9 State Capital, 30,346+ pop., on Ala- 
bama Midland,Central of Georgia, Louisville 
& Nashville, Georgia & Alabama, Mobile & 
Ohio and Western of Alabama Rds. and left 
bank of Alabamar. Steamboats to Mobile, 
400 m., and intermediate points. Machine 
shops. Ships large quantities of cotton. 

A DV ERT EEL TY very morning except 
Monday, and W Y, Fridays; demo- 
cratic; daily eight to twelve, weekly ten 
Sunday twenty to twenty four pages 15x22; 
eee aay $8, yom $i; established 
1828; W. W. Screws and F. P. Glass, editors; 
The ‘au vertiser Co., ublishers. 
Circulation — Daily: In 1894, publisher 
qeverse, ann - 700. "in 1895, &. In 1896, G. 
In 1897, Y. 1n1898,yH. In 1899,G@. Actual 
average for a ant ending with September, 
1900, 7,422. 

Sunday: In 1894, publisher asserts, smallest 

5,700. In 1895, G: In 1896, G. In’ 1897, Y. 

In 1898, YH. _ In 1899, G. Actual average 

for a year ending with Sept., 1900, 8,568. 

Weekly: In 18%, publisher asserts, small- 

est 9,100. In 1895, F. In_ 1896. F. In 1897, Y. 

In 1898, YG. In ‘1899 

a year ending with September, 1900, 9,472. 

Publisher’s announcement.—The ADVERTISER 


.yH. ge or | 


is the only metropolitan newspaper in Ala- | 


bama; has the most complete news service, 
best mechanical equipment, largest and 
highest salaried newspaper force; is print 
ed at Montgomery, the commercial, politic- 
al and social capital, as well as the geo- 
graphical center of Alabama, and it unques- 
tionably enjoys the greatest influence and 
the most widely diffused circulation of all 
newspapers in its State. 





ARKANSAS. 


LITTLE R ROCK. e.h., Pulaski Co. 0 
State Capital, 38,307+ pop., on Little Rock 





COA 
& Memphis, St. Louis, Iron Mountain & |dependent; four pages 18x24; subscription 


AL. ABs AMA. 


Southern and St. Louis Southwestern Rds. 
and Arkansas r., about 280 m. from its 
mouth. Most populous city in the State. 
Cotton-seed oil mills, gas works, railroad 
machine shops, cooperage shops and various 
other manufactories. United States Court 
House, School for the Blind, State Lunatic 
Asylum, Deaf Mute Institute and Methodist 
University are located here. Cotton market. 
SEMI-WEEELY. 
ADVERTISER; semi-weekly, Sun- 
days and Wednesdays; four pages 15x22; 
subscription $1.50; established 1889; B. E. 
Patten, editor; The Patten Newspaper Agen- 
ey, publishers. 
Circulation: In 1899,zH, Actual average 
Sor a year ending w ith June, 190, 10,375. 
Publisher’s announcement.—Circulation, 10, - 
000 each Sunday and Wednesday. The A 
VERTISER is a fair, fearless, a ameiees 
newspaper. It is phenomenally popular, 
has the guaranteed largest circulation in 
the capital city, and is beyond all doubt the 
best advertising medium in Arkansas. It 
is known as the “official paper of the peo- 
ple” and is “‘read by everybody that reads” 
in this section. 








CALIFORNIA. 


FRESNO, ¢. h., Fresno Co. 2 12,470t 
pop.—of township 17,239¢—on Southern Pa- 
cific Co’s Rd., 206 m. 8. E. of San Francisco. 
Farming, sheep ralsing, fruit growing, wine 
and raisin making and fruit canning. 
EVENING DEMOCRAT; every even- 

ing f, except Sus ounder. and DEMOCRAT 

TONE, Wednesdays; demo- 
pS. dl elgit pages—daily 15x22, Saturday 
and weekly 20x26; subscription daily $5. 
weekly $1.50; established—daily 1598, weekly 

1895; Mark R. Plaisted, poe he publisher. 

penny ey ag A oes “sk.” Actual 


average for 1899, 
kit: Jo 1898, 21. Act. 





Wee : In a “KL.” 
ual ave Fagefor 1899, 1, 
Publisher’ 3s announcement.—The DEmocRAT is 
the only democratic daily and only even- 
ing paper in Fresno County, the banner 
democratic county of Cali ‘ornia. It is a 
newsy newspaper, everlastingly pushing its 
way and increasing its circulation among a 
desirable class of people—people who have 
money to spend. It has a clean sweep of 
the evening field from Los a to 
Francisco. It is the only evenin; r be 
tween those points giving the all ssoci- 
ated Press dispatches. The ae of 
the Fresno DemocraT has been resolve 
into a joint stock company, with a rene | 
of $50,000. This means new machinery, new 
type, new vim. It means bigger circula- 
tion, greater prestige, better paper. The 
Fresno Democrat is the advertiser’s stron 
arm in the vast and prosperous Centra 
California. 


HALFMOON BAY, San Mateo Co. 
O 900 pop., on the Pacific Coast, about 10 
m. W. from Redwood City, the county seat. 
Oil flelds, dairying and lumbering. 

ST ADVOCATE; Wednesdays; in- 
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$1; established 1890; George P. Shaefer, editor 

and publisher 

Circulation: In 1898, “s«1.’ 

age for 1899, 2,252. 

Publisher's’ announcement. —Essentially the 
home paper of San Mateo County. No 
questionable medicine ads or any sal oon oF 
beer ads published. Bona fide circulation 
double that of any other paper published 
in San Mateo County. 


LOS ANGELES, ¢. h., Los Angeles 
Co. © 102,479+ pop., on Los Angeles Termi- 
nal, Los Angeles & Redondo, Southern Cali- 
fornia and Southern Pacific Co’s Rds. and 
Los Angeles r.,480 m. S. E. of San Fran- 
cisco. Commercial center of SouthernCali- 
fornia, and a notable health resort. An 
agricultural county, producing the princi- 
pal grains, wines, citrus and deciduous 
fruit, brandy, wool and hides. Has gold, 
silver and lead mines and petroleum wells. 

DAILY. 

EVENING EXPRESS ; every evening 
except Sunday; republican; daily eight to 
pe Saturday sixteen Brees 17x24; su 
scription $5; established 1 Evening Ex 
press Co. editors and publishers. 
pire culation: Actual a hy r 1006, 

7,031. In 1896, G. In 1 Actua 

erage fora wer. ending with September, 

1998, 0,319. 1899, yG. In 1900, 

amie — Circulation 

a exceeds ten thousand each and ag d 
issue, and it’s home circulation. Any a 
vertiser may havea sworn statement, and 
TT books and pressroom are open to all. 

TIMES orerd, morning, and SATUR- 

DAY TIMES ) WEEKLY MIR- 
ROR, to 2S yo ht =} republican; 

daily ten to sixteen, Sunday twenty-ei ht 

to thirty-six, weekly twelve pages 17x21; 
subscription — daily $9, Sunday $2.50, weekly 

1.20; es tablished—datly 1881, weekly 1873. 

arrison Gray Otis, editor; The Times-Mir- 
ror Co., publishers. 

Circulation— Daily: Actual average for 

e 0; for 189%, 18,091: for a 

ear ending with March, 1898, 20, 378; for 

1898, 2S; 131; for 1899 ‘\ineluding Sunday). 

25.4 553 fora year ome oi September, 

1900 (including Senda 

Sunday: Actual average Ee 33.738; 

for 1899, 36,259; for a year ending with 

September, 1900, 3 

coklys accorded H from . to 1895. In 

1896, He I 897, Y. In 1898,yI. In 1899, ‘ux1.’ 
Publisher’ 3 - nouncement.—The Los Ananice 

TIMEs, the yop of the Pacific 

Southwest, is the only metropolitan paper 

having a general circulation throughout 

Southern California, Arizona, New Mexico 

and Northern Mexico. It is supreme in 

this field. 

For the first six months of 190 THE 
Times carried a larger volume of aidvertis- 
ing than any other paper in the United 
States, and more “ Want” advertisements 
than 7 a west of Chicago. Its great 
volume of ** Want” advertisements makes 
THE TIMES the one prominent medium for 
the exchange of commercial intelligence 
in all the Southwest. Lm ary 4 rates, single 
insertion one cent per line; by the month, 
five cents per line each insertion; six cents 
perline in the Sunday paper. ‘* Readers,” 
twenty- -five cents per line per insertion. 

“ Wants,” one cent a word, each insertion. 
THe Times-MiRROR ComPANY, Publishers. 
Harrison Gray Otis, President. 

- WEEKLY. 

FRUIT WORLD; Saturdays; horticul- 
ture and agriculture; sixteen pages 11x15; 
subscription $1; established 1897; M. V. Har 
tranft, editor; The Fruit World Publishing 
Co., publis shers. 

Circulatien: In 189, zG@. Actual average 

fora year ending with "August 5, 1899, 5,05. 


Actual aver- 





Rr a year ending with October 1, 1900, 


’ e 

Publisher’s announcement.—Actual paid ad- 
vance subscribers exceed 4,000. vv Vill for- 
feit $100 to advertiser if our printers ( Daily 
Times) do not certify we issue over 4,000 
each issue during 1901 


OAKLAND, c. h., Alameda Co. O 
66,9604 pop., on California & Nevada and 
Southern Pacific Co’s Rds. and San Fran- 
cisco bay, opposite toand 7 m. E. of San 
Fr of a large number 
of San Francisco business men. State Uni- 
versity and Deaf, Dumb and Blind Asylums 
nearby. Agriculture, fruit raising and gen- 
eral manufacturing. Good harbor. 

WEEELY. 

SIGNS OF THE TIMES; Wednes- 
days; seventh-day adventist; sixteen pages 
10x14; subscription $1.50; established 1874; 
Milton C. Wilcox, editor; Pacific Press Pub- 
lishing Company, publishers. 

Circulation: Actual average Sor 1895, 

18,148; for 18%, 24.633; for 18%, 

40 029. In 1898, yC. In 18%, yD. Actual 

average for a year ending with March, 1900, 

49,240. 

Publisher's announcement.—It will be seen 
from the foregoing figures that THE Sie@ns 
OF THE TIMES has a constantly increasing 
circulation. But very few religious week- 
lies are circulated more widely. It adver 
tises no article that cannot be recom- 
mended for its real worth. These are 
among the reasons why this paper is one 
of the best mediums for advertisers. 


SAN DIEGO, c.h., San Diego Co. 0 
17,700+ pop., on Coronado, National City & 
Otay, San Diego, Cuyamaca & Eastern and 
Southern California Rds. and San Diego 
bay, 120 m. from Los Angeles and 12 from 
the Mexican frontier. The seaport town of 
Southern California. Exports raisins, 
lemons, oranges, honey, apples, wool and 
grain. Gold mining. Seaside resort. 

DAILY. 

UNION; every morning, and WEEK- 
LY, Thursdays; republican; daily eight, 
Sunday sixteen totwenty pages 18x24, weekly 

eight pages 18x22; subscription—daily $9, 

$1.50; established— —daily 1871, weekly 
ieee ames ‘MacMullen, general manager; 

San "Diego Union Co., publish ers. 

Circulation—D aily: Rating varied from 

G in 1892 to H in 189%. In 1896, G. In 1897, Y. 

In 1898, yH. In1899,yI, In 1900, zi (??). 

Sunday: +? varied aoe € in 1892 to 

H in 1895. In 1896, G. In 18 =, we In 1898, 

YH. In 1899, yl. ‘In 1900, 2A (7 

Weekly: “x1.” 

Publisher’s announcement. — There’s only 
one first-class datly published at San Die- 
go California. If you are spending money 

or advertising, write for sample copies 
and compare the USIoN with its local con- 
temporaries. It speaks for itself. If you 
want to know more about this field, write 
the Union, San Diego, Cal. 


SAN FRANCISCO, .h., San Fran- 
cisco Co. 0 $42,782+ pop., on San Francisco & 
North Pacific and Southern Pacific Co’s 
Rds. The metropolis of the Pacific Coast, 
on San Francisco bay at its entrance 
through Golden Gate. Extensive manufact- 
uring, fishing, whaling interests and export- 
ation of precious metals,wheat, flour. wine, 
quicksilver,wool, barley, rubber and hides. 
Its suburban population is about 100,000. 

DAILY. 
BULLETIN; every evening one except Sun- 
os. and Sunday morning; oan 
ublican; twelve to Te: t pages 
14g; subscription — daily Sunday 
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CALIFORNIA. : 







COLORADO. 





$1.50; established—daily 1855, Sunday 1899; | 
R. A. Crothers, editor and publisher. Office, 
2338 Kearny street. | 
Cc ireniatios— Daily: Rating varied from 
C in 1891 to F in 189. Actual average for | 
1896, 20,742; fora year Pr with June, | 


1898, 25,7093 for 1898, Oo Sor 1899, | 
38,38 7; for a year hn, on Septem- | 
ber, 1900, 43,0 al 


Sunday: In 1899, Cc. Actual average for a} 

year ending with September, = 41, 455. 

Publisher’s announcement .— a fide "circu 4 
lation of a newspaper is a cunaent of vital 
importance to advertisers. The BULLETIN 
guarantees the figures given out by it, and 
if they are found to be overstated it agrees 
to forfeit the price of the space contracted 
for. In September the daily average circu- 
lation reached the highest — in the 
history of the paper, 45,641, and its books 
are open to Ken" that it has the largest 
city circulation of any newspaper pub- 
lished here. No other daily paper in San 
Francisco dares to show advertisers its cit 
subscription list. For advertising rates ad. 
o- F. K. Misch, 141 Potter Building, New 


ARGONAUT; Mondays; dndependent; | 
cizteen pares 11x16; subscri tion $4; estab. 
lished Argonaut Publishing Co., editors 

and publishers. Office, 246 Sutter street. 


Circulation: Accorded E in 1892. In 1896, 
E. in 100i, Y. In 189%8,yF. In 1899,yG. In 
1900, z 


Publisher's announcement.—The ARGONAUT’S 
circulation exceeds that of any other 
weekly publication west of Chicago. It is 
the only high-class political and literary 
weekly on the Pacific Coast. Its readers 
are of the well-to-do class; they are there- 
fore purchasers, and it is just the medium 
for first-class advertising. 

COLORADO. 

COLORADO SPRINGS, «. h., 
El Paso Co. 0 11,140+ pop.—local estimate 
23,000—on Denver & Gulf, Chicago, Rock 
Island & Pacific, Atchison, Topeka & Santa 
Fe and Union Pacific Rds., 76m. 8. by 8S. E. 
of Denver, the State capital. Saw mills, 
foundries, school for deaf mutes and blind 
asylum. Health resort forinvalids. Mining. 
GA it E r TE i overy morning, and 

WEE Y, Wednesdays; republican; 

daily pA 3 twelve, Sunday sixteen, week- 

ly eight pages 17x24; subscription—daily $7, 
weekly its established — daily 1878, weekly 

1873; I. N. Stevens, editor; The Colorado 

Springs Gazette Publishing Co., publishers. 

Cc a TV In 1898, H. Actual 

average for 1899, 5.771; fora year onaing 

with Sept., io (inehuding sunday). 7.698. 

Sunday: In 1898, H. In 1899, G.I n 1900, G. 

Weekly: In 1898, I, In 1899 ““UKL.’ 

Publisher’s announcement. — Colorado 
Springs will double its population within 
the next five years. Its citizens are active, 
enterprising and wealthy. Bank de sits 
aggregate $10,000,000. Forty miles of rail- 
reed toCrippleCreek gold mines nowbeing 

built by home capital. Colorado Springs 
wants to buy everything except steam- 
boats. The GAZETTE is the best Colorado 
Springs paper, and has a rapidly growing 

circulation throughout Colorado. It is 
recognized as the leading republican dail 
of the State, and is unsurpassed as an a 
vertising medium in its territory. Rates 
reasonable. 

DENVER, ¢.h., Arapahoe Co. 0 State 
Capital, 133,859+ pop., on Union Pacific, 
Denver, Lakewood & Golden, Atchison, 
Topeka & Santa Fe, Burlington & Missouri 
River, Colorado Eastern and Denver & Rio 
Grande Rds., and at confluence of Cherry 
creek and S. Platte r., 620m. W. of Omaha, 
Neb. Altitude five thousand three hundred 





the mining and agricultural interests of 
Colorado and New Mexico. 
DAILY. 
EVENING POST; every evening except 
Sunday, and Sunday morning; independent; 
| daily hy to sixteen, Sunday sixteen to 
renee our pe es 18x24; subscription—dally 
20, Sunday $1.50; established 1893; John 
0, editor; The Post Printing and Pub- 
lishing Company, publishers. 
Circulation—Daily: In 1895,G. Actual 
overage for 18%, 16,9977; for 
1897, 21,250; for a year 























































GUAR ending with September, 1898, 
26,195; for 1899, 25,235. 
YEED Sunday: Actual average for 
1899, 27,650. 


"The absolute correctness of the latest 
circulation rating accorded the Evening 
Post is pool sen Fen the publishers of the 
American Newspaper Directory, who will 
pay one hundred dollars to the first per- 
son who successfully controverts its ac- 
curacy. 

Publisher's announcement.—The Denver 

Evenine Post has the largest sworn and 

roven circulation of any afternoon pa 
ptween Chicago and San Francisco. The 

Denver SUNDAY MORNING PosT next to the 

largest. ‘In Colorado evidently the Post 

leads in circulation.”—Printers’ Ink. 

PFE AM, every morning, and 
w ° ursdays; re ublican ; 
daily and weekly ng twelve, Sun ~ 4 thirty 
to. ante: -four pag 24; subscr —— 

lly 99. weekly $1; Rk. -E 1866 pub. 
—- ublishin, Company, publishers. 
Circulation— patlz: 4 Actual average for 
Actual average 
- see 2767. In daa, ‘yD. Actual aver- 
age for 1899 (including Suncor} 23.111. 


pandays In 1895, C, 1896, C._ In 1897, C. 
In 189%, yD. In 1899, c. n 1900, Y. 

Weekly: In 1895, H. In 1396, H. In1s97, Y. 
In 1898, YH. In 1899, yI. In 1900, 


Publisher’ $ announcement.—Advertisers 
reach the purchasing public — the only 
readers from whom profitable results can 
be obtained—more effectually by using the 
REPUBLICAN than through any other news- 
paper or combination of newspapers in Col- 
orado. Twenty-five years under one man- 
agement. supreme a a ea ee 

ATED WEE 


I 
Wednesdays; eight pages 18x24 en eiptton 
$1; establi ished 1890; Calhoun, editor; 


Calhoun Publishin Co., ba 

Circulation: In 1898, “sxx.” In 1899,zI, In 

, s 

Publisher's announcement.—The ILLUSTRAT- 
ED WEEKLY now possesses the largest cir- 
culation in Colorado. Sworn and proven 
circulation, by P. O. receipts, exceeds 30,000 
copies weekly actual average. Its rate, 8c. 
Fhe line, $1 per inch, is exceedingly low. 

he West cannot be properly covered with- 


Mit ING REPORTER; Thursdays; 
m ii i. six pages ag 2 subscription 
$3; established 1873; Jas. F. . Callbreath, Jr., 
publisher. 

Uirentasiens Tn 1895, “1KL.". Actual aver- 

age _ © 409; for 1997, 2,666. In 
1. A y~t_)- average for a year er 

roith gent 1899, 3,470: forayear 

ing with September, 1900, 3,9° 

Publisher’s announcement. — Denver 1s the 

, center of the mining mentary ong 3 of 

“the West. Denver advertisers know how 

to reachthat trade. Mining REPORTER has 

alarger home advertising Ty than 
any other mining journal; it has a larger 
circulation among the practical mining 
men of Colorado, Wyoming, Utah, Idaho, 

Arizona and New Mexico than any other 

journal; it is on the ground and in close 

touch with the producers of mineral 
If you want to reach this trade 


2° 










feet abovesea level. Commercial centerfor 


let us tell you how to do it. 
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BRIDGEPORT, ¢.h., Fairfield Co. 
70,996 pop., on New York, New Haven & 
Hartford Rd. and Long Island Sound, 56 
m. N. E.of New York City. Manufactures 
of sewing machines, carriages, furniture, | 
firearms and corsets. Coast trade. 

DAILY. 
EVENING FARMER PUBL evenin, 
ry oe and R LICA 
days; Rn ged eight 
roe 17x%, week 19x24; subscri 
tion—dail has ‘8, =e 4 it. “established—daily 

1868, wee ker, editor; 

Farmer Publishing Company, Ty | 

Circulation — atte 3 In 1894, pee 

asserts, smallest 8,800. In 1895, H. In 1896, H. 

In 1897, Y. In 1898, yl. In 1899, yI. In 1900, zi. 

Weekly: In 1894, opine asserts, smallest 

4,000. In_1895, Hl. In 1896, H. In 1897, Y. 

In 1898, yI. In 1399, yl. In 1900,zI. 

Publisher's announcement.—The Daly 
FARMER circulates among the great“ mid- | 
dle classes,” and is the sols coat of its | 
partyin Bridgeport. The WEEKLY FARMER 
is the leading and almost the only paper of 
its party in the Fourth (Conn.) Congress. | 
ional District. Each hasa large } and grow- 
ing circulation. Daily, from 3,700 to 4,100; 
Weekly, 4,000. 

NEW HAVEN, ¢. h., New Haven 
Co. 108,027+ pop., on New York, New Haven 
& Hartford Rd., at head of New Haven bay, | 
4m. from Long Island Sound and 73 N. E. of 
New York City. Seatof Yale College. Has 
considerable foreign trade. Manufactures 
of carriages, india-rubber and guttapercha 
goods, firearms, cutlery, musical instru- 
ments and iron and steel goods. 

DAILY. | 
EVENING REGISTER; every even- 
rt Ae Srey i aren eTen ti and 
» Thurs- | 
ays; democratic; a wes to sixteen, 
Sunday twenty and twenty-four, week] 


eight pages ekiy subscription — daily . 


Sunday reeee 1; —_ shed—daily 1840, 
Sunday 1877, weekly 1812; N. G. Osborn, edi- 
tor; Register Publighine Co., publishers. 
Circulation—Daily: Rating varied from 
¢ a iy H in “y ne gr Ry 1897, 
« Ac < average for 1 Sor 

1899, 11,130. : 

nad EL, In 1895, Hf. In 1896, H. In 1897 

F. In 1898, me, In 1899,yG. In 1900, Y. | 

Weekly: « 

Publisher's quncunsement. —The REGISTER, 
the leading paper in the largest city in 
Connecticut, has made notable strides in | 
the past six months. Its paid circulation, | 
largest in the city, exceeds that of all the 
two-cent papers in New Haven combined. 
For quantity a and quality the REGISTER | 
covers the Prospective advertisers | 
will be easily i cinta of the fact if they 
will investigate 

NING JOURNAL AND COU- 
Gor Reever Fooing except Sunday, and | 
Y N ALD AND| 


KLY gOURRAT, Thursdays; re-| 
eae. eight pag 2; subscription— 
daily $ $6, Roe Pee eetablighod. daily 5882 

The Carrington Publishing ro 
pm hie Rd, ers | 

Circulation— Daily: Pe hey from 

G in 1892 to H in 1895. 897, Y. 

In 1898, yI, In 1899, ‘publisher asserts, no 

edition less than 3,100. * | 

Weekly: “ix.” 

Publisher's announcement. — JOURNAL AND 
CourRIER, old family paper, oldest dally in 
Conrecticut, more readers than any morn- 
ing paper iu the city; best that can be ob- 
tained for a reliable newspaper. 


NEW LONDON, ¢. h., New London | 
Co. Q. 17,548+ pop., on New York, New Ha- | 
ven & Hartford and Central Vermont Rds. 

and Thames r., about 3 m. from its mouth | 


on Long Island Sound. Good harbor. Com- 
merce and manufacturing. Summer resort. 


DAY} every evening except Sunday; re- 
publican; eight to sixteen pages 19x24; sub- 


| scription $5; established 1881; Theodore Bo- 
| 


denwein, editor; Day Publishing Co., pub- 

lishers; Wednesday issue is sent out as a 

| weekly edition. 

'§ irculation: Actual average for 1895, 
3148) Sor 136 3,286: for 1897, 3,447; 

898, 4.150; for 1899, 4,265; for a 

ln H- with Sine, 1900, 4,4 

Publisher's announcement. “advertisers in 
THE Day get two to five times the circula- 
aan of any other New London paper and 
80 per cent more than all other New London 
papers combined. Money back if claims 
are provenincorrect. Only high-class ad- 
_vertising accepted. 


-sdDELAWARE. 


WILMINGTON,€¢c. h., Newcastle 
Co. ¢) 76,508t pop., on Baltimore & Ohio, 
Philadelphia, Wilmington & Baltimore and 
Wilmington & Northern Rds. and Delaware 
r., 28 m. S. W. of Philadelphia, Pa. Build- 
ing of wooden and iron steamships and 
cars, and manufactures machinery, cotton 
and woolen goods, morocco, powder, car 
riages and farming — A port of 
entry. 


DAILY. 

EVENING JOURNA L; every evening 
except Sunday; republican; four and six 
—— 18x24; subscription $3; established 1888; 

ournal Printing Co., editors and publishers. 
Circulation: Rating varied from G in 
| 1891 to i in_ 1895. In 1896, H. In 1897, Y¥. 
| In 1898,yI. In1899,yI. In 1900, I. 
Publisher’s announcement,—Sworn dally cir- 

culation in excess of 6,000. Known as most 

Soe ype and up- to-date paper in the 

tate, reaching every town and hamlet in 

Delaware. Covers the field thoroughly. 


DISTRICT OF COLUMBIA— Washington. 

















WASHINGTON, ¢. h., Capital of 
the United States, 278,718+ pop., on Bal- 
timore & Ohio, Chesapeake & Ohio, Phila- 
delphia, Wilmington & Baltimore and 
Southern Rds. and Potomac r. Govern- 
mental center of United States, containing 
the Capitol and department buildings. 


DAILY. 

NATIONAL TRIBUNE; Thursdays; 
patriotic societies and general literature; 
eight pages 18x23; subscription $1; estab- 
lished ; 1877; McElroy, Shoppell & Andrews, 
editors and publishers 
Circulation: Actual average for 1895, 
100,465; for 1896, 199 Gi2. In_ 1897, Y. 
Actual average for 1898, 1'°2°2,.595; for a 
year ending \with June, 1899, 121.821; for 
a year ending with June, 1900, 111 »S2¢ 

blisher’s announcement.—This paper is the 
mouthpiece of the great patriotic societies 
of the Northern States. For nearly twenty 

ears every issue has exceeded 100,000 cop 
es, and it is one of the best paying adver- 
tising eee in the country. We refer 
to our vate 

NEW CENT TURY AND CHURCH 
NEWS; Saturdays; roman catholic; eight 
pages 15x22; subscription $2; established 1886; 
Richard Campbell, editor; The Church News 
Publishing Company, publishers. Office, 5 
| Eleventh street, Ww. 

Diveutasion : Accorded H from 1892 to 1895. 
In 1896, Hf. In 1897, ¥. In 1898, yI. In 1899. yI. 
Actual av’ 4d. for a year ending with Octo 
ber 13, 1900, 2,.9¢ 
| Publisher's Speeches New CENT 
URY AND CHURCH News has doubled its cir 
culation in the year of 1900. Is the most 
notable Catholic weekly in the South. The 
largest circulation of any Catholic paper 
south of Philadelphia, 


Se 
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DISTRICT OF COLUMBIA— Washington. 


GEORGIA. 





PATHFINDER;; Saturdays; news 
review; sixteen pages 11x16; subscription $1; 
established 1894; Pathfinder Publishing Co., 
editors and publishers. Office, Twenty-fourth 
and Detroit sts., N. E. Post-office address, 
Pathfinder, D. C. 

Circulation: In 1895, ay ay ees 

less than 00. Actual avera 

9.7883 for is 15,986;for1 tf $i 571i 

for | 007; for a year ending with 

June, 1900, By Ost le 

Publisher’s announcement.—The PATHFINDER 
condenses the world’s news into — 
pages a week. It is clean, orderly, r 
partisan. It appeals to intelligent, thrifty, 
yusy, wideawake people everywhere, and 
tonoothers, If you want to reach this 
class, try it. Its circulation is the result of 
seven years’ solid, steady growth. Ten 
=—s a: = transient, or eight cents by 
the 

POSTMASTERS’ ADVOCATE; 
monthly ; ; postal service; sixteen pages 
1144x1344; subscription 50 cents; established 
= J. Wm. McKinley, editor and publisher. 

ffice, 509 Seventh street, a 
Seeeniaaens 3 In 1896,° “In 1897, G Z 
In 1898, yG. In 1899, 2G. “Actual average 
Sor a year ending with June, 1900, 30.234. 
‘Publisher's announcement. — The POSTMAS 

TER’S ADVOCATE (successor to the FourTH- 

CLASS POSTMASTER, established 1895) is the 

monthly news review of the postal service. 

Circulation confined on the 75,000 postmas- 

ters of the _U fficial organ of the 

League of Joutth-Crne Postmasters, of 

which there are 70,000. The advertiser's 

opportunity to reach every “‘nook and 
corner” of the U.S. and the “oracle” of 

_ov ery neighborhood. Write for rates. 


GEORGIA. 


ATLANTA,¢.h., Fulton Co. 5 State 
Capital, 89,872+ pop., on Atlanta & West 
Point, Central of Georgia, Georgia, Sea- 
board Air line, Southern, and Western & 
Atlantic Rds. Manufacturing center, trade 
and cotton shipping point. 

DAILY. 

JOU RNAL) orery evening except Sun- 
day,and SEM LY, Tuesdaysand 
Fridays; democratic; daily eight to twelve, 
Saturday sixteen to twenty- -four, semi-week- 
ly ten pages 17x24; subscription—daily $5, 

semi-weekly $1; established—dail 1888, semi- 

weekly 1885; - Richardson, editor; H. H. 

Cabaniss, business manager; The Atlanta 

Journal (Corporation), publishers. 

Circulation—Daily: Actual average for 
1895, 009: for 189%. 19.822; for 1897, 

38 for 1898, 30,665; for 1899. 


sense Weekly: Rating varied from 15,863 
in 1891 to G in 189. 4 average for 1896, 
14,103; for 1897, 16,280. In 1898, yF. 
Actual average for 1899, 22,043. 
Publisher’s announcement.—The JOURNAL is 

aresult-bringing medium for advertisers. 

Prominent advertisers pronounce it the 

best mail-order medium in the States of 

the South. It has been printed for 17 years, 
and has always enjoyed @ splendid local 
patronage. The home merchant knows and 
appreciates the JOURNAL as one of the best. 
SEMI-MONTHLY. 
SOUTHERN CULTIVATOR AND 
DIXIE FA tat 3 semi-monthly; agri- 
cultural; twenty ages i subscrip- 
tion $i: established 1 Hunnicutt, 
editor; The Cultivator Publishing Company, 
publishers. 
Circulation: Rating varied from C in 1893 
to E in 1895. In 1896, an 1897, Y. In 
1898, yF. In 1899, yG. 900, zF. 
Publisher's bana’ Mk, ‘—The SouTHERN 

CULTIVATOR has for 58 years been the text- 

book of the representative farmers of the 

Southern States, occupying and covering 
a field pecullarly its own, The Southern 








Int 








farmers own their present cotton crop; 
and owing to the recent rise in the price of 
cotton they will have at least 000,000 
more to spend than they have had any year 
for the last eight years. If you want to 
reach the farmers of Alabama, Florida, 
Georgia, Louisiana, Mississippi, North and 
South Carolina and Tennessee, you cannot 
afford to leave the SouTHERN CULTIVATOR 
off of your list. The South is growing, and 
so is the SOUTHERN CULTIVATOR AND DIXIE 
FARMER. 


CARROLLTON, €¢. b., Carroli Co. oO 
1,451¢ pop., on Central of Georgia Rd., about 
% m. N. W. of Newnan. Agriculture and 
stock raising. Cotton mill. 

CARROLL FREE CESS 2 Uxtten 8; 
democratic; eight pages 13x20; subscription 
$1; established 1881; John T. Hearn, editor 
and publisher. 

Circulation: In Ra pybtisber asserts, 

not less _— La. In 1896, I, In 1897, Y. In 

1898, “zku-” In 1899,Z. Actual average for a 

year ending w ith June, 1900, 1,474 

blisher's announcement.—Circulation has 
increased from 1,475 in June, 1900, to_1,86u 
copies when Directory goes topress. Larg- 
est circulation of any paper in Fourth Con- 
gressional District. 





ILLINOIS. 


CHICAGO, c. b., Cook Co. rf 1,698,575t 
pop.,on Lake Michigan. Metropolis of the 
Northwestern States. The corporate limits 
are more extensive than those of any other 
municipality in the United States. The 
largest grain, provision, live stock, lumber 
market and railroad center in the world. 

DAILY. 
CHRONICLE; every morning; demo- 
cratic; daily twelve to sixteen, Sunday 
forty to forty- rene Pages 2 em: ‘subserip. 
tion $6; establishe H. Seymour, 
publisher. Office. 164 W asiuington street. 

Cirestation.- Daily: In_1896, B. In 1897, 

B. In 1898, yB. In 1899, yB. In 1900, Y. 

Sunday : In 1896, B. In 1897, B. In 1898, yB. 

n 1899, yB. In 1900, Y. 

Publisher’ 8 announcement.—The circulation 
of the CHRONICLE for the five years of its 
existence has averaged 60,438 daily, and 
89,241 Sunday. The average circulation for 
the eight months preceding June 30, 1900, 
is 66,350 dally, and 94,652 Sunday. 

The CHRONICLE is the only morning news- 
aper of general circulation in the States of 
llinois, lowa, Wisconsin, Northern Indiana 

and Southern Michigan, which is in harmo- 
ny with the Democratic — p It is widely 
read by Republicans as well as by Demo- 
crats in Chicago and throughout the North- 
western States. 1t appeals to an intelligent 
and worthy citizenship, which appreciates 
its excellence as a newspaper and its fatr- 
nessin discussion. Its influence is whole- 
some as its methods are enterprising, clean 
and honest. 

REIE PRESS E; every morning, 

A BEND PRESSE, « every evening sucess 

Sunday, WEEKLY, Tuesdays, and DA- 

I a Sundays; German; independent; 

morning and evening eight. ‘weekly twelve 

to sixteen, Sunday twenty- nae pases 17x23; 
cuhoesiptien— yg $3, @ & $3, Sun- 

day $2, weekly $1; established. Tet R.. Mi- 

chaelis, editor; German-American Publish. 





4 Co., publishers. Office, 94 Fifth avenue. 
irculation—Daily (morning ona 
evening): In_ 1895, E. In_18%, E. 


n 
Y. In 1998, yF. In sane, 4 bbe In 1900, = 
Sunday: In (895, E. 96, E. In 1897 


In 1898,yF._ In 1899. iF tH), "In 1900, zF. 
Weekler In 1895, ss In 1896, F, In 1897, Y. 
In 1898, yG. In 1899, yH. In'1900, z 


Publisher's announoement.—THE FREIE 
Presse gets more advertising from Mar- 
shall Field & Co. than all other German 
papers together. There are nearly half a 
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ILLINOIS. | 








million Germans in Chicago. THE FREIE) 
PRESSE reaches them. 

SR ANDINAY SE’ ah oo morning, and 
SEMI- WEEK ednesdays and Fri- 
ars; Ph ne Se } te republican; 
Gait eight, Sunday sixteen, semi- weekly 
twelve pages 17x22; subscription—daily 4 
Sunday $1, semi-wee aeny af established— 
daily 1871, semi-week] Micoleg Grev- 
stad, editor; John An a... Publish ng Co., | 

publishers. Office, 187 N. Peoria street. 

Circulation—Daily: In 18%, F. In 1896, 

E. In 1897, Y. Actual or ond 1898, 
7,526. In 1999, yE. In 1900, 

Sunday : In 1895, F. ‘In 1896 E. 97, Y. 
Actual average for 1898, 17,27. ims yE. 

In 1900, zE. 





ILLINOIS. 


DEACONESS ADVOCATE; monthly; 
methodist-episcopal; sixteen pages 9x12; 
subscription 50 cents; established 1885; J. 8. 
Meyer, publisher. Office, 5 57 Washington st. 
Cireniation: In 1895, publisher asserts, not 
o than 10,000. Actual average for 1896, 

1,290. Tn 1897, E. Actual _worage Sor 
ioe 21,625; for 1899, 23,250 
Publisher's announcement.—Demand for ad- 

v ya pace has doubled during 1899. 

DENTAL DIGEST; monthly; dentist- 
| ry; one ceahsed and thirty-two pages 6x9; 
subscription $2; established 189%; J. N 
Crouse, editor and publisher. Office, 2231 
Prairie avenue. 

Circulation: In 1896, “zK1." Actual average 





Sor a year ending with March, 1898, 4,000; 


Semi-W eekly: In 1895, F. In 189%. C. In forayearending with November,1899. 5.1 66; 
a 


1897, Y. Actua 

In 1899, yC. In 1900, zC, 

Publisher’s announcement.—Now in its 35th | 
year, is the leading daily and weekly news- 
paper published in the Scandinavian lan- | 
guage. The SCANDINAVIAN has a large cir- 
culation in every part of the country, is 
read by more than 250,000 Scandinavians, 
and as an advertising medium it has no 
equal for reaching the Scandinavians in 
the United States. 

BREEDERS’ GAZETTE; Wednes- 
days; live stock and agricultural; twenty- | 
eight to forty pages 11x14; subscription $2; 
established 1881; Alvin H. Sanders, editor ; | 

The Sanders Publishing Co., publishers. Of-| 
fice, 358 Dearborn street. 
C ireulation 3: In 1895, E, Actual curage 

4; for 1897. 18,4 Ed 

1298, 23.752; for ‘199, 29.825. | 

Publisher's announcement. — The ig oa 
States Secretary of Agriculture, Hon. Jas. 
Wilson, pronounces the BREEDERS’ Ga- 
ZETTE to be “The best farm and stock paper 
in the world.” We do not circulate the 
GazerTTeE gratuitously. Our list is made up 
of paid subscriptions. We solicit the pa- 
tronage of all whoseck business relations | 
with the very best class of country people. | 
Actual circulation, 41, 

JOURNAL OF THE AMERICAN 
MEDICAL ASSOCIATION; Satur- 
days; medical; one hundred and twelve to} 
one hundred and twenty-eight Reeve 8x11; 
subscription $5; established 1883; Geo. H. Sim- 
mons,editor; American Medical Association, 
publishers. Office, 61 Market street. 
Circulation: In’1895, publisher asserts, mot 
rons than 5,600. Actual average for 1896. 

7,74:25 Sor 07. 9,118; for 1898, 11,2703 | 
for 1899, 13.6723 4 @ year ending with 
September, 1900, 16,624. 

Publisher’s announcement,.— Bona fide circu- 
lation continues to grow beyond all prece- 
dence. Circulation now over 18,500, Print 
ers’ Ink ( April 4, 1900.) credits this JouRNAL 
with largest circulation of any medical 





= best. Our rates are reasonable. Write 


weekly in America. Our clientele is of the | Publ 


LEG AL NEWS: Saturdays; legal; stx- | 
teen Piss: 11x15; subscription $2.3; estab- | 
lished 1868; James B. Bradwell and B. Brad- 
well Helmer, editors: Chicago Legal News Co., | 
publishers. Office, 110 Clark street. 
Circulation: In 1898, “z51.” In 1899, pub- 
lisher asserts, over 3,000. 

Publisher's announcement.—The Chicago Le- | 
gal News Company was incorporated by a) 
spoctes charter approved by the Governor, | 
Feb. 27, 1869. Section 5 of the charter is as | 
follows: 

“Section 5. Any notice or advertisement, | 
uilred by law or the order of any court, 
to be published in any newspaper, shall be 
as good and valid if publishe in’ the Chi- 
cago LeGaL News as in any newspaper, | 
and the certificate of the president or sec- 
retary, under the seal of said company, of 
the posses of any notice or advertise. 
ment, shall be sufficient evidence of the | 

Satine therein set forth.” | 

The Chicago Lega News is ™ peger in| 
which notices under the U. S. Bankrupt 

Law are published in — 





verage for 1893, 44, 468. ~s year ending with November,19W0,5,916. 


isher’s announcement.-—-The DIGEST is 
the only dental journal that dares publish 
its circulation. Itis the official organ of 
the Dental Protective Association, which 
organization embraces6,0(0leading dentists 
of America. Not a house organ. Lowest 
ee rates, circulation and quality 
Soneide red 
LEP HONE MAGAZINE; month- 
: ieeakaies sixty-four to ninety- ne 
70, subscription $1; established 1885; C. E 
mmeyer, editor; The Electrical Engineer- 
fa Publishing Co.. publishers. Office, Mar- 
uette building 
irculation: In 1895, I. In 1896, publish- 
= asserts, not less than 2,000. In 1897, H. In 
. H. Actualaverage for a year ending 

with July, 1900, 3,562. 

Publisher’s announcement.—Best and only 
advertising medium through which to 
reach the telephone trade. The TELEPHONE 
MaGaAZINeE has @ larger circulation and is 
more widely read by those who are engag- 
ed in the operation, construction or main- 
tenance of telephone and kindred appar- 
atus than any other paper. 

PEORIA, ¢. h., Peoria Co. 0 56,100t 
pop.,at junction of twelve railroads, on 
Illinois r. and at the outlet of Peoria lake. 
Connected with Chicago by Michigan canal. 
Manufacturing and commerce. Surrounded 
by coal mines. bpm growing section. 


AILY. 
EVENING STA R; ory evening except 
Sunday, and SUNDAY MOR f ING 
STAR, Sundays; daily eight to twelve, 


| Sunday sixteen to twenty-four pages 18x24, 


established 1897; Peoria Star Co., editors and 
publishers. 
Circulation—Daily: In 1897, G. Actual 


| average for a year ending with December 22, 


ve 
1898, 9, 2235 for 1899, 12,7 
unday: 1n'1897,G. Actual average for a 
year ending with December 22, 189, 5,336; 
‘or 1 0% 
isher’s ‘announcement. —Any advertising 
agency, advertiser, directory publisher or 
interested party can get asworn statement 
of any or all issuesof the Peoria (Ill.)Star 
from itscommencement. It is an evening 
paper with Sundayedition. It reaches the 
masses and the classes. The Steve W. Floyd 
Special Agency, New York and Chicago, are 
its foreign advertising agents, and will 
gladly callupon you. Circulation guaran- 
teed by Advertisers’ Guarantee Co. of 


INDIANA, 


GOSHEN, c. h., Elkhart Co. | 4 6,033t 
pop., on Cleveland, Cincinnati, Chicago & 
St. Louis and Lake Shore & Michigan South- 
ern Rds., 40m. N. of Warsaw. Good water 
power, employed in manufacturing. Agri 
culture. 

COOKING CLUB; monthly; oulinary; 
thirty-six pages 7x12; subscription 50 cents; 
established 1895; Mary Starr, editor; Cooking 
Club Publishing Co., publishers. 
Circulation : In 1899, F. 1900, Y. 

blisher’s announcement.—The installation 
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INDIANA, 


PRINTERS’ 





INK. 





INDIANA, 





of two new, modern presses to increase fa- 
cilities; permanent enlargement with No- 
vember issue; general improvement in all 
departments; guaranteed circulation ex- 
ceeding 18,000,or no pay, are all good points 
for the advertiser to consider about the 
COOKING CLUB. 


INDIANAPOLIS, c.h., Marton Co.5 
State Capital, 169,164+ pop., at junction of 
fifteen railroads and White r., 115 m. 
of Cincinnatl, O., 194 8. E. of Chicago, 
Ill., and 110 N. of Louisville, Ky. Itis the 
geographical center of the State. Has im- 
portant commercial and manufacturing in 
terests. In a rich and fertile district, on 
the edge of the natural-gas belt. 

WEEELY. 
UNITED MINE WORKERS’ 

JOURNAL; Thursdays; labor; eight 
ages 15x22; subscription $1; established 
890; W.C. Scott, editor; National Executive 

Board of the United Mine Workers of Amer- 

ica, publishers. 

Circulation: In 1898, “zx.” 

age for 1899, 13,600. 

Publisher’s announcement.—Advertisers’ re- 
cruiting officer, THE UNITED MINE WORKERS’ 
JOURNAL, eight pages weekly. Present 
circulation 15,000, and increasing daily. 
Goes into twenty-four States. ‘Labor Pa- 

ers—The largest circulation is given to In- 
dianapolis UNITED MIns Workers’ Jour- 
NAL, weekly.—Printers’ Ink.” For terms 
and advertisin rates address Chris. 
Evans, Manager, Indianapolis, Ind. 


Actual aver- 


MADISON, ¢-)., Jeferson Co.(18,986+ | 


pop.—suburban pop. 4,500 additional—at 
terminus of Pittsburg, Cincinnati, Chi- 
cago & St. Louis Rd.,on Ohior. Steam- 
boats to various points on Ohio, Kentucky 
and Mississippi rs. General manufactur- 
ing. Shipping point for tobacco, fruit and 
farm produce. Shipyards, lumber shops 
for steamboat building, cotton, woolen and 
saw mff!s and various manufactories. 
COURIER: every evening except Sun- 
day,and WEEKLY, Wednesdays; daily 
four, weekly eight pages 20x26; established— 
daily 1849, weekly 1837; Courier Co., editors 
and publishers. Circulation — daily “ui.” 
weekly “yKL.” 

Publisher’s announcement. — The WEEKLY 
CouRIER has been published consecutively 
since 1837, in a county reliably republican, 
the majority often reaching 1,000, and is the 
only republican paper in the county. Its 
circulation also extends to adjoining coun- 
ties. The DarLy Courier was established in 
1849; was a charter member of the Western 
Associated Press; is now a member of the 
Associated Press, and is the only republi 
can daily in Jefferson County and the only 
republican daily printed in the Ohio 
Valley between Cincinnati and Louisville. 
Madison isathriving manufacturing city,a 
tobacco, wheat, corn, fruit, lumber and 
coalcenter. It is so far removed from the 
cities that the CouRIER's fleld as a newspa- 
per is secure. 

MUNCIE, ¢. h., Delaware Co. G- 11,345 
pop.—local estimate 30,000—on Cleveland, 
Cincinnati, Chicago & St. Louis, Ft. Wayne, 
Cincinnati & Louisville and Lake Erie & 
Western Rds. and White r., 54 m. N. E. of 
Indianapolis, the State capital. Iron, glass, 
nail, pulp, handle and bent-wood factories 
and natural gas. 
MORNING STAR; every morning, 

and SEMI-WEEKLY, Tuesdaysand Fri- 

days; republican; daily eight, semi-weekly 
four pages 18x24; subscription— daily $3.65, 
semi-weekly 50 cents; established 1899; Star 

Publishing Company, editors and publishers. 

Circulation: Actual average for a year 

ending with May 28, 1900, 7,286. 

Publishe 


N. W-) 





| 
} 
| 
| 
| 


Star circulates in every town in the Eighth 
Indiana Congressional District. The aver- 
age circulation May 29, 1899, to May 28, 1900, 
was over 7,000 copies per issue. he pub- 
lishers guarantee the present circulation 
to be in excess of 8,000, or to forfeit money 
due on advertising contracts. 





IOWA, 





1897, 7,049; for 1898, 9,025; 
9,364; 
1900, 11,529. 
Weekly: In 1895, G, In 1896, G. In 1897, Y. 
In 1898, Hi. : 

Publisher’s announcement. — During every 


ter da: 
tion : 
Fred’k M 
Wight, editors; Reorganized Church of Jesus 
Christ of LatterDay Saints, publishers. 

| Circulation: 


’ - in 
In 1899, yI. 


DECORAH, ¢. h., Winneshiek Co. cf 


2,801¢ pop.—State census 4,261—on Burling- 
ton, Cedar Rapids & Northern and Chicago, 
Milwaukee & St. Paul Rds., 25 m. N. of West 
Union. Milling, manufacturing, dairying 
and stock raising. Seat of several educa- 
tional institutions. 

DECORAH-POSTEN AND VED 


ARNEN; weekly, twice-a-week, Tuesdays 
and Fridays; Norwegian-Danish; eight pages 
17x; ey established 1874; B. 
Anundsen, publisher. 

Circulation: Actual average for 1895, 
35,964; 
Actual average 
tober, 1898, 35, 
year ending with August 18, 1900, 37,290. 
Publisher’s announcement. — DECORAR- 


35,632. In 1897, Y. 
‘ora year ending with Oo- 
926; Sor 1899, 36, oa ora 


Sor 1896, 


Posten, Decorah, Iowa, B. Anundsen, pub- 
lisher. Issued twice a week, Tuesdays, 8 
pages with 16-page literary supplement; 
Fridays, 8 pages 7 column quarto. We will 
pay one thousand dollars if we cannot 

rove over $7,000 actual weekly circulation. 
The Posten goes to a class of people who 
can_be reached by no other advertising 
medium. 


DES MOINES, ¢. h., Polk Co.0 


State Capital, 62,1389+ pop., at junction 
of ninerailroads and Des Moinesr. A center 
of trade and an extensive shipping point. 
Agriculture, general manufacturing and 
coal mining. 


DAILY. 
IOWA CAPITAL every. evening ex- 
cept Sunday, and WEEKL » Thursdays; 


republican; eight pages 15x22; subscription— 
daily $3, week! 
1883, weekly 1 
lisher. 
Circulation—Daily: Actual average for 
1 


50 cents; established—daily 
; L. Young, editor and pub- 


895, 5.166. In 18%,G,. Actual averagefor 
‘or 1899, 


for @ year ending with June, 


In 1899, yI. In 1900, Y 

month of the year 1900 the dailycirculation 
of the Iowa CAPITAL has been in excess of 
13,000 copies. The CaPpiTAL has a larger list 
of bona fide subscribers in the city of Des 
Moines than any other paper. The circula- 
tion of the WEEKLY CaPITAL 1s 15,000 copier. 
By arrangements already complete we will 
reach at least 40,000 before Dec. 81, 1900. 


LAMONT, Decatur Co. 1,669 pop., on 


Burlington Route Rd., 16 m. 8. W. of Leon, 
the county seat. Live stock and grain. 
SAINTS’ HERALD; Wednesdays; lat- 
saints; twenty pages 9x12; subscrip- 
established 1860; Joseph Smith, 
Smith, Joseph Luff and D. W. 


Actual average for a year end- 


| ing with June, 1900, 4,481. 


Milling and agriculture. | Publisher's 


r’s announcement. — The MORNING | 





announcement.— THE SaInts’ 
HERALD tis the official organ of the Reor- 
ganized Church, and hasa field of circula- 
tion peculiarly its own, mainly in the 
United States and the Canadas. Advertis- 
ing space is very limited, and is very valu 
able, therefore, to those who are admitted 
to its columns. No advertisements of a 
doubtful or immoral character are taken. 
Rates on application. 
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KENTUCKY. 





TOPEKA, c. h., Shawnee Co. 0 State 
Capital, 33,608+ pop., on Union Pacific, Chi- 
cago, Rock Island & Pacific, Missouri Pacific 
and Atchison, Topeka & Santa Fe Rds. and 
Kansas r.,55 m. W. of Kansas City, Mo. 
Milling, manufacturing and active trade. 
Coal mines and stone quarries. 

WEEKLY. 

MAIL AND BREEZE; Fridays; re- 
med eight to sixteen pages 18x24; sub- 
scription $1; established 1871; Arthur Cap- 
per, editor and publisher. 
Circulation: Actual average for 1895, 
4,516; oF 1896, $.220; for 1897, 9,024; 
for 1898, 1,821; for 1899, 16,329 ors a 
year ending with ‘eptember, 1900, 20.74 
Publisher's announcement. — THE Mane 
BREEZE gives with every advertising con- 
tract this guarantee: 

First—That it has a larger circulation 
than any daily paper in Kansas. 

Second—That it hasa larger ‘circulation 
than any semi-weekly in Kansas. 

Third—That it has more than double 
the circulation of any other weekly paper 
or aay agricultural publication in Kansas. 

he MAIL AND BREEZE is the only w Pont 

mo in all the territory west of Ch 
cago which owns and operates a Web 
fecting press. It is the official State paper 
of Kansas by election of executive council. 


KENTUCKY. 


LEXINGTON, ¢. h., Fayette Co. 0 
26,369+ pop., at junction of five railroads, 
22m. 8S. E. of Frankfort, the State capital, 
and about 80S. of Cincinnati,O. Consider- 
able manufacturing. Center of the “ Blue 
Grass”’ region. Animportant horse market. 








DAILY. 

MORNING a ERALD; every morning, 
and PRESS-TRANSCRIPT, Saturdays; 
democratic; daily and weekly eight, —v 
sixteen to thirty: two pages 15x22; subscri 
tion—daily $6, Sunday $2, weekly $1; esta 
lish Press 1870, Transcript 1878; W.c. P. 
Breckenridge, editor; a Lexington Pub- 
lishing Company. publishe 
Circulation—Daily: In. 1994, publisher 


asserts, ee 8, 300. In 1895, H. In 1896, 
H. , =e In ‘1398, yI. In 1899,yI, In 
1900, 2. 

Sun gay: In 1894, Hf. In 1895, H. In 1896, 
A In 1897, Y. In 1898,yI. In1899,yI. In 

. Zz 

We ekly: In 1894, publisher asserts, small- 
ent 5.00. In 1895, G. pn eve 4 G. In 1897, Y. 
In 1898, yI. In 1899,yI. In 1900. Y. 


Publisher's Pan th § OW. C. P. Breck- 
inridge edits the Morning HerRatp. In 
every city, town, village and hamlet inthe 
Blue Grass the HERALD 1s read, discussed 
and preserved. It is the only morning 
daily, the only Democratic daily in the 
Blue Grass. Its advertising rates are lower 
in proportion to the number and quality of 
its subscribers than the rates of any paper 
in the South. 


LOUISVILLE, ¢. h., Jefferson Co. 4 
204,731+ pop., at junction of ten railroads, 
onthe Ohior. Has numerous mechanical 
and manufacturing industries, iron foun- 
dries, tanneries, woolen manufactories, 
agricultural-implement and various other 
manufacturing establishments. 

DAILY. 
ANZEIGER: every morning; SEMI- 
BY renee ays and Saturdays, 
and WE EKL Y, Wednesdays; German; 
democratic; eight pages 17x22, Sunday six: 
+o pages; subscription — dally $9, semi- 
eekly $3.40, Sunday $2, weekly $1; estab- 
lished —daily 1849, weekly 1851; W. Van Nos- 

2 st Louisville ‘Anzeiger Company, 

publ. 


Direulation—Daily: Accorded G@ from 














1891 to 1895. In 1896, G. In 1897, ¥, In 1898, ° 
3sos rw Sor 1899 (including 87H. ), 


betes G from 3 1891 to 1895. In 

896, G. 1897, Y. In 189, yH. Actuai 

p= efor 1899, 9,294. 

Semi-Weekly: Accorded G from 1891 to 

1895. In 1896, In 1897, Y. In 1898, yH. 

Actual av erage for 1899, 5,138. 

woor'y:.. Accorded G om | 1891 to 1895. In 

96, G. 1897, Y. In 1898, yH. Actual 

ae 1899, 11,937. 

Publisher's announcement.— The Louisville 
ANZEIGER is the official a tr J me- 
dium for the city of Louisville. Our Sun- 
day and our weekly editions circulate 
largely in the States of Kentucky, Indiana, 
lilinois, Tennessee, Alabamaand Arkansas, 
especially among the farmer element, 
where the Louisville ANZEIGER has been 
an ever welcome guest for over fifty-two 
years. Advertising rates furnished on ap- 
plication; also sample copies. 

QUARTERLY. 

BUSINESS EDUCATOR; quarterly, 
January, April, July and October; educa- 
tional and literary; eight pages 10x14; sub- 
een 25 cents; established 1878; E. J. 
Wright, editor; Bryant & Stratton Business 
College. publishers. 

Circulation: Actual average for 1899, 


= anys, 


Publisher’ 8 announcement.— The BUSINESS 
EpucaTor is the oldest educational paper in 
Kentucky, reaching a desirable class of 
people who believe in practical education 
and progress. 0. P. Rowell & Co. accord 
it the largest circulation of any other edu- 
cational paper in Kentucky. 


__ MAINE. 





AUGUSTA, c. h., Kennebee Co. 0 
State Capital, 10,527+ pop., on Maine 
Central Rd. and Kennebec r. at head of 
steam navigation. Cotton, wood pulp, pa- 
perand lumber mills and various manu- 
factories. Extensive commerce. 

NEW AGE; Fridays; democratic; eight 

rons subscription $2; established 1867; 

M. Plaisted & Son, editors and publishers. 


Cc iconingions In 1 a labor asserts, 
smallest ~ In 1895, 'G. 1896. G. In 
1897, Y. In 1898, yH. In 1899, - 1. In 1900, Y. 


Publisher's announcement. — The Augusta, 

Me., NEW AGE has to-day, August 1, 1900, 
five thousand (5,000) subscribers. At no 
time during the last 15 years has it had less 
than 4,300 subscribers. Duplicate mailin 
lists for every issue for all those years, anc 
postage and paper receipts, are open to 
advertisers, 

THE New AGE is the ONLY democratic 
newspaper published in Central Maine. 


BANGOR, ¢. h., Penobscot Co. 0 
19,108+ pop., on Maine Central Rd. and Pe- 
nobscotr. Portofentry. Steamers to New 
York and Boston, Mass. Lumber trade. 
Center of supplies for a large portion of 
the interior of the State. Exports lumber 
and orange and lemon boxes. 
COMMERCIAL, every evening except 

Sunday, andWEE KLY Y, Fridays; inde 

ent; daily eight, eae wweres pages 24, 

subscription = daily $7, weekly $1; estab- 
lished —daily 1871, weekly 1838; J. P. Bass 

& Company, editors and publishers. 

Cc prentestas— Daily: Actual ly -x for 

1895, S84; for bin 5,160; for 5a, 

5, 356} For bod! 7,618; for iss, 6,196 

for a amed ending wtth September, 190), 


Wee : Actual average ores ay 297; 
for an "21.540: ‘or 1897, 24,560; for 
1898, 26. S6; for 1899, 28.5194 fore vcar 
ending ati September, 1900, 28.660. 
Publisher’s_announcement.— WEEKLY ComM- 
MERCIAL, FARMER AND VILLAGER is the only 























MAINE. ! 


| 
Maine paper having a circulation of 28,000. | 
An agricultural and news weekly, contain. | 
ing special agricultural features and all 

the news. Original postal receipts sent to 

any advertiser on request. Advertising 

rates between one-quarter and one-fifth of 

acent per line per thousand circulation. 





MARYLAND. 


BALTIMORE, Baltimore City 
OH %8,957+ pop., center of seven rail- 
roads, on Patapsco r., near Chesapeake 
bay, 38 m. N. E. of Washington, D.C., and 
98S. W. of Philadelphia, Pa. The metrop 
olig of Maryland. Foreign and domestic 
commerce and manufactures. Celebrated 
for its canned fruit and vegetable trade. 
A pre-eminent oyster and tobacco market 

DAILY. 

MERICAN } every morning, and 
stMi- WEEKLY, Tuesdaysand Fridays; 
eight pages 19x23; subscription—daily $3, 
Sunday $1.50, semi-weekly $1: established— 
daily i773, semi-weekly 1850; Chas. C. Fulton 
& Co., editors and publishers; Felix Agnus, 
manager. Office, cor. Baltimore and South sts. 
Circulation—Daily: Rating varied from 
PD in 1891 to E in 189%. In 1896, E, In 1897, Y. 
In 1898,zE. In 1899,C. Average circulation 
for year ending August 81, 19%), 50,273 (aaa). 
Actual average ie 4 a year endina with Sep- 
tember, 1900 (including Sunday). 54,02°2. 
Sunday: Rating varied from C in 1891 to E 
in 1895. In 189%, E,. In 1897, ¥. In 189, zE. 
In 1899,C. Average circulation for year end- 
ing August 81, 1900, 43,820(aaa). Actual aver- 
age for a year ending with September, 1900, 


54,1 
Ratin 
In 1896, 


172. 

Semi- Wee kly; 

1891 to F in 1895. 

1898, zF, In 1899, vF. 1. 2 

for year ending ‘August 81, 1900, 12,349 (aaa). 

Actual average for a year ending with Sep- 

tember, 190,15 a 

Publisher’s announcement.—The total num- 
ber of lines of paid advertising in the Am- 
ERICAN in 1899 was 4,824,540. The AMERICAN 
carries half of all the paid advertising 
placed in the four English papers of Balti- 
more. Further comment is unnecessary. 
Where others place their patronage you 
may follow. Daily average sworn circula- 
tion for September, 56.144; Sunday, 53,936; 
semi-weekly, 14,700 per issue. 


__ MASSA CHUSETTS. 


BOSTON, ce. h., Suffolk Co. 0 State 
Capital, 560,892+ pop., center of seven 
railroads on Massachusetts bay. The com- 
mercial metropolis of New England. En- 
gaged in trade with all parts of the world. 
Depot for New England manufactures of 
every kind. 


varied Rie D in 
In 1897, Y. In 





AILY. 

EVENING RECORD; every evening 
except Sunday; republican; eight pages 
17x28; subscription $3; established 1884; W. 
E. Barrett, editor and publisher. Office, 248 
Washington street. 

Circulation: In 1894, publisher asserts, 
smallest 82,000. In| 1895, B. In 1896, B. In 
1897. ¥Y. In 189, yC. In 1899,yC. In1900, ¥. 
Publisher’s announcement. “Daily circula- 
tion averages 100,000. The largest evening 
circulation in New England. 
WEEELY. 

LIVING AGE; Soturdege ; literary; 
sixty four pages 6x10; subscription $6; es- 
tablished 1844; The Living Age "S0.. editors 
and publishers. Office, 1346 Bromfield street. 
Civentasions In 1895, G. In 18%, H. In 
1897, V. 898, yI. In 1899, vI. In 1900, Y. 
Febtihots anabennement, —The LivING AGE 


PRINTERS’ 





INK. 


MARYLAND. 





in all parts of the country; people of the 

highest intelligence. with means to gratify 

their desires; including, with their fami 
lies, bankers and bishops, doctors of medt- 
cine and doctors of philosophy, lawyers, 
teachers, clergymen, etc. 

For rates, ete.. address THE LIVING AGE 

Co., P. O. Box 5,206, Boston. 

SEMI-MONTHLY. 

FARM POULTRY; semi-monthly; 
poultry raising; twenty totwe nty-four pages 
11x15; subscription $1; established 1889; John 
H. Robinson, editor; I. 8. Johnson & Co. »pub- 
lishers. Ome e, 22 Custom House street. 
Circulation: In 1895, publisher asserts, 
not le - _— 24,746. Actual arerage for 1896, 
24.206; Fas 1897, 27, : for 1898, 
27, 79s. n 1899, yC, In 1900, Y. 
Publisher’sannouncement.— Reaches families 

who have money to spend; who are buyers 

of good things to eat, drink, wear and in 
dulge theirtastes. There is not a paper of 
any kind anywhere which has a stronger 
hold uponits readers. Thereis none more 
carefully read. There is none that carries 

a better line of advertising or that gives 

better results, or that will take better care 

of your advertising. It is recognized ev- 
erywhere as the leader. Sample copy and 
rates sent for the asking. 

MONTHLY. 

GOLFER; monthly; golf; eighty-eight 
vages 9x12; subscription $1; established 1894; 

fortimer Moran Flanders, editor; James 
Shields Murphy, manager; The Golf Pub- 
lishing Co.. publishers. Office,530 Atlanticav. 
Circulation: In 1896, C, In 1897, Y. In 
1898, yD. Actual average for 189, 50,000. 
Publisher’s announcement.—The golf players 

of America, both men and women, now 

number in the vicinity of 2,000,000. As a 

class they are the most profitable and de, 

sirable people in the country from a first- 
class advertiser's standpoint. The GoLFER 
is the undisputed organ of and has the 
hearty support of the golf players of 

America. 

NATIONAL MAGAZINE; monthly; 
literary; one hundred and sixty pages 
614x914; ‘established 1894; Joe M. Chapple, 
editor and publisher; Thew. W. Potter Com 
pany, proprietors. Office. 91 Bedford street. 
c irculntion; e 1895, Hl. Actual average 
Sor 18%. 13.7 3; for the first six months of 
Lang 27.333) Os Tss8, 41,139. In 1899, yC. 

ni 
Publisher’s announcement.—The NATIONAL 

MAGAZINE offers to advertisers a bright, 
up-to-date medium, with a steadily in- 
creasing circulation. It is aggressively 
American, bringing results amply testified 
by the best advertisers. We want to do 
business with advertisers who demand re- 
sultsonevery dollar expended. The con- 
fidence of readers of a magazineis required 
to sellgoods. We have the confidence of 
our readers. Look over our circulation 
statement for six years past; then send for 
copies and rates. Joe Mitchell Chapple, 
publisher. 

PROTECTION IST; monthly; eco- 
nomic; republican; Or onan pages /x10; 
subscription $1; established 1889; Albert 
Clarke, editor; Home Market Club, publish- 


ers. Office, 77 Bedford street. 
Circulation: Actual average for 1895, 
4,041. In 1896, G. In 1997,G@ Z.__ In 1898 


yH. Actual average for a year ending with 

October, 1899,4,141. In 1900, 

Publisher’s announcement.— The PROTEC- 
TIONIST, being the onsen of the Home Mar- 
ket Club and taken by all its members, has 
a constituency of the greatest pure hasing 
power in New England. Asan advertising 
medium it is worth far more than a trade 
—-. because it reaches the best men 

n various lines of manufacture, also mer- 
chants, bankers, railroad men and invest- 





circulates among the best class of readers 





ors generally. 
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EAST NORTHFIELD, Franklin 
Co. Oon the Connecticut r.,12 m. N. E. of 
Greenfield, the county seat. Farming. 
RECORD OF CHRISTIAN WORK; 

=: undenominational; eighty pages 

x8 subscription $1; established 1881; 
R. Moody, editor and publisher. 

p Med mee 5 ft, Rating varied from 14,000 in 

1891 to H in 1895. Actual average for 1896 

16,320. In 1897, Y. In 1898, yF. Actual 

average for 1899, 17 5250. 

Publisher’s announcement.—Three features 
of the RECORD OF CHRISTIAN Work make it 
aspecially valuable advertising medium. 
First. it is in daily use in thousands of the 
best homes in America, where its daily 
Bible Readings, Thoughts for the Quiet 
Hour and Sunday-school Helps are fol- 
lowed. Second, its clientele is representa- 
tive and evenly distributed. Third, it is 
growing in popular favor. 


GLOUCESTER, £ssex Co. (jf 26,121t 
pop., on Boston & Maine Rd., 32 m. N. E. of 
Boston and 25 8. E.of Newburyport, one of 
the three county seats. The largest fishing 
portin tae United States. Shipyards and 
manufactories of various kinds. Granite 
industry employs many hundred men. 
Foreign and domestic commerce. Summer 
resort. 

TIMES ; every evening except Sunday; 
independent; six or eight pages 18x28; sub- 
scription $3.50; established 1888; Procter 
Brothers, editors and publishers. 

Circalati on: Accorded H from 1891 to 1895. 

896, Gi. Actual peerene Sor the first six 
name of 1897, 5,124. In 1898, vH. Actual 

average fora — ending with October, 1899, 

71. In1%0, zG. 

Publisher's announcement.—T he GLOUCESTER 
Daly TIMEs prints an average of 5,631 dally, 
and is the most reliable paper in which to 
place advertisements. Is the leading fishery 
newspaper of largest fishery post in 
America. 


NEW BEDFORD, ¢. h., Bristol 
Co. 0 62,442+ pop., on New York, New Haven 
& Hartford Rd.and Buzzard’s bay, about 
55 m. 8. of Boston, the State capital. Man- 
ufacturing center, The first city in the 
United States in the manufacture of fin 
cotton goods and fine cotton yarns, and) 
second in the number of cotton spindles. | 
Silver plated ware, cut glassware, cordage | 
and copper goods. Shipping point for — 
ge ENING STANDARD; every eve 

scape eae, and REPUBLIC AN 

s ANDARD, Thursdays; republican; 

daily ten to sixteen, weekly "sixteen pages 

17x23; ey ge $6, weekly $1.50; 

— 1850; E. Anthony, 

editor; E. Anthony & Sons (incorporated), | 

A 

Cir culation— —Daily: achuah quevage for 

De, 63; for 1597, 11,496; for 1898, | 

asaey or 1899 4 7: 

Went ys In 189: 5H Actual F owe y for | 

189, 3,634; ae tA 33,53; for 1398, 

2:95: ti for 198, 2,783 

Publisher's announcement. —In and around | 

‘New Bedford, Mass., a territory of ero. | 

















people, the EVENING STANDARD and REPUB 
LICAN STANDARD (weekly) are delivered di 
rect to the homes of thrifty, intelligent and 
well. — New Englanders. Honest home 
circulation; no papers sold on the street; 
no coupon or gift schemes. E. ANTHONY & 
pone me Inc. ae Publishers, Pleasant and Mar- 
et stre 
MO NING MERCURY; every morn- 
enunaies enter: independent; eighttoten 
ages 15x22; subscription $6; established 1807; 
ercu Publishing Company, publishers. 
Circulation: hoseeded I from 1891 to 1895. 
Actual average for 1 3.168; for 1897, 





328 Sor 1898, 3443; For 1899, 3g’ 266. 
isher’s announcement. — As the only 


morning paper printed in Bristol foante 
the MorninG Mercury fs a_particularly 
strong advertising medium. It brings the 
first news of the day to thousands of New 
Bedford homes, and c:rries in its advertis- 
ing columns a large proportion of the best 
national advertising in the country. MEr- 
cury Pus. Co., publishers, Union and 2d sts. 


SPRINGFIELD, ¢c.h., Hampden Co. 
0 62,059+ pop., on Boston & Albany, Bos- 
ton & Maine, New York, New Haven & 
Hartford and New England Rds. and Con- 
necticut r., 24 m. N. of Hartford, Conn. 
Manufactures of locomotives, railroad cars, 
car wheels, bridges, woolen goods, mach- 
inery, paper collars, buttons, firearms and 
envelopes. 


AILY. 
REPUBLI CANS 3; every morning, and 
WEEKLY, Fridays; independent; daly 
ten to fourteen, Sunday sixteen, weekl 
twelve pages 18x23; subscription—daily 3. 
Sunday $2, weekly $1; established—daily 
1844, Sunday 1878, ww 1824; Samuel Bowles, 
editor and publis 
Giscntates- Dai ly: Actual average for 
1996, ols! 929; for 18%, 13,389; for 1x97, 
$74 ois. 1898, 15,314; for 1899, 


Sunday: Actual average for 1895,9.968; 
for "S068. 10,390; for 1897, diise: on 
98, 13.563; for 1899, 13,6 (OO). 
eekly: Actual average S toe 3.2 
fore 1896, 3.5483 for 1897, 3,638; for ag: 
993; for 1599, 3.892. 

Pasi h oe 's announcement,—THE REPUBLICAN 
is more widely known and quoted than 
any other New England paper. Its circu- 
lation is chiefly in Western New England, 
but all of its editions, especially the 
Weekly, have many readers in other parts 
of the country. 


WORCESTER, ¢.h., Worcester Co. 0 
118,421+ pop., at junction of six railroads, 
44m. W. by 8. W. of Boston, the State 
capital. Manufactures of various kinds 
and of the most extensive character. 
Situated in the po of the State. 


EVENING GAZETTE ; ee | ‘eo 
except Sunday; republican; eight 
19}¢x231¢; subscription $6; establ shed 1943: 
Geo. <A jooth, editor and publisher. 
| Circulation: Accorded G from 1893 to 1895. 
1n 1896, «: In 1897, Y. 1n1898,yH. In 1899,G. 

n If ° 
| Publisher's announcement.—The Gazette 1s 

the leading evening paper in Worcester— 

the second city in Massachusetts. It is a 

“home” paper, and is indispensable to any 

advertiser desiring to attain the beat pos- 

sible results in Worcester. The GAZETTE 
guarantees advertisers between 7,000 and 

8,000 circulation—and the highest type of 

circulation. It is read by people who hold 

it in high esteem, forit has never violated 
their confidence. It 1s asserted by some of 
the shrewdest advertising men that adver- 
tising pays best in papers that hold the 
respect and confidence of their readers— 

suc 2 @ paper is the Worcester EVENING Ga- 

ZETT 





MICHIGAN. 

ALPENA, se &. Alpena Co. oO 1: 5,000 
pop., on Detroit & Mackinaw Rd. and Thun 
der bay, at the mouth of Thunder Bay r., 
250 m. N. of Detroit. Fine harbor, large 
steam saw mills, hemlock extract works 
and sulphate, paper and spool factories, 
tanneries and commercial fisheries. Sum- 
mer resort. 

ECHO; every evening except Sunday, 
and FARMER, Wednesdays; independ- 
ent; four pages 18x24; subscription—dally 
$2.50, weekly 50 cents; established—dally 


























MICHIGAN. 


1890, weekly 1899; W. B. Dobson, editor and 
publisher. 

Circalasion— —Daily: In 189%, aD 
ee 4 898, 21. 





In 


Ww eekly: Actual average for a year end- 

ing with September, 1900, 3,859. 

Publisher’s announcement. — Alpena DaILy 
EcHo uses full telegraphic service of 
Scripps-McRae Press Association. Its actual 
daily circulation for year ended July 1, 1900, 
was 2,384. Actual weekly circulation of Al- 
pena FARMER was 4,09. Dalty Ecuo covers 
daily field. WrEEKLY FARMER the weekly 
field 


DETROIT, ¢. h., Wayne Co. 0. 285,704t 
pop., center of seven railroads, on Detroit 
r., 18m. from Lake Erie. Entirelake marine 
touch its docks in passing. Its manufact- 
ures are extensive and various. Hasa fine 
harbor. Important center of produce dis 
tribution and lake commerce. Large 
quantities of grain, pork, wool and copper 
ore are shipped from here to Eastern 
markets. 


EE 
MICHIGAN FARMER ND 
STATE WOURNA L OF vaRictLr. 
URE; Saturdays; agricultural; twenty pages 
12x16; subscription 6) cents; established 1843; 
The Lawrence ans Co., editors and 
publishers. OMoe, 73 W. Larned street. 
Circulation: me overage for 
14,2 #84. In 1 E. at 96, E. In 1897, 
Y. In 1898, a .* 1899, mE. In 1900, zF. 
Publisher's announcement.— Circulation of 
THE MICHIGAN FARMER, Detroit, Mich., is 
proved, by affidavit S pene of De- 
troit, toaverage over 40,000 for last 4 months 
of 1899. Prospects for 1900, 50,000. Sworn 
statement sent on application. 


FLINT, ¢.h., Genesee Co. 3- 9,803 pop., 
on Flint & Pere Marquette and Grand Trunk 
Rads., 644 m. N. W. of Detroit. The Flint r. 
furnishes water power, employed in mills 
and manufactories. Trade and agricult 
ural center. 

WOLVERINE CITIZEN; Gotundeve: 
republican ; oF sh Sn ne subscri 

ei established 1 H. Rankin, editor; 

¥. H. Rankin & Son, publishers. 

Circulation: In 1895, publisher asserts, 

not less than 1,728. In 1896, I. In 1897, Y. In 

1898, publisher asserts, smallest 1,820. In 
1899, VI, In 1% 

Publisher" 's announcement.—The WOLVERINE 
CITIZEN is the leading weekly paper pub- 
lished in Genesee County, in the center of 
a large and prosperous farming and manu 
facturing territory. As an advertising 
medium it has no superior in this section 
of Michigan. Circulation 1,800. 


GRAND RAPIDS, c. h., Kem Co. 
87,565+ pop., center of six railroadson Grand 
r. Manufactures of various kinds, house- 
hold furniture predominating. Several 
gypsum beds in vicinity. 

DAILY. 

HERALD; every morning, and SEMI- 
WEEKLY, Tuesdays and ridays; repub- 
lican; daily and semi-weekly eight, Sunday 
sixteen pages 17x23; subscription—daily and 
sunday . Sunday $2, semi-weekly $1 ; estab- 
lished ; Gran | Lon Herald Company, 






publishers’ 

Circulation—Daily: In 1895, G. Actual 
average for 18%, 7,2 03: or 1897, 8,190; 
for 1898, 10.5513 for 1899 (including Sun- 
days), 10,2 

Sunday: In "1895, S. In 1896, Ay In 1897, 
F. In 1898, F, In 1899, F. In 1900, Y. 


Nenri- W eekly: 5 1895, m3. % asserts, 
not less than 2,000. Actual average for 1896, 
4,286. In 1897, Y. In 1898,yH. In 1899,yI, 


Publishas 3 announcement.—Michigan is a 
republican State, Grand Rapidsits “second 
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Actual av Me a 1899, | 
Sy for a year ending with September, 


MICHIGA N. 
| 
| 


city,” a flourishing manufacturing center 

situated in the western section of the State, 
and has a population of 100,000 industrious 
and prespesous citizens. 

The HERALD is “ Grand Rapids’ Best News- 
paper,” a strong political power, republi- 
can, of course, the party organ of its terri- 
| tory, and enjoy 8a circulation of over 12,000 
copies daily and 6,000 semi-weekly. It goes 
into the homes of the better classes, those 
who have wages and means to purchase 
commodities advertised in its columns. It 
is an eight-page, two-cent morning paper, 
and has the best news service. If you 
would have your advertising reach the 
purchasing class of Grand Rapids and 





Western Michigan, your — riation 
should cover the use of th ERALD 
columns. 


JACKSON, ¢.h., Jackson Co. F 28,150t 
pop., on Grand Trunk, Lake Shore & Michi- 
gan Southern, Cincinnati Northern and 
Michigan Central Rds., 76m. W. of Detroit. 
Seat of State Prison and machine shops of 
the Michigan Central Rd. Milling, machin- 
ery, corset, vehicle and wheel manufac- 


tories. Starch, oil stoves, pulp and paper 

mills. 

MORNING PATRIOT ELY, morn- 
To. ot Monday, and WE twice- 
a-wee 


uesdays and Fridays; independent. 
democratic; daily eight, Sunday and weekl 
oe pages 15x22; ee ally $5. 
Su 7 kly $1; ablished—daily 
te wes ly sea; The Sidees Patriot Co., 
editors and publishers. 

Cireninsion— Daily: In 1895, H. In 1896, 
H. In 1897, Y. In 1998, yI. In 1899, zI, In 


1900, zI. 

Sunday: In 1895. H, In sag) H. pene. 
, Z 
In 1896, = 
1900, 


In 1898, VI, In 1899, zI. 

Weekly: In 1895, H. 

Y. In 1898, y¥. In 1899,2%. In1 

Publisher's’ announcement. Letter circula- 
tion ratings confuse. Wegive the figures 
to October, 1900. Average for EVENING 
PRESS, 2,465; MORNING PaTRIOT, 8,342: SUNDAY 
PATRIOT, 8,648; WEEKLY PATRIOT, 2,998. Use 
the EVENING Press and MornNING PaTRIOT in 
combination. Eighty-five per cent local 
daily newspaper readers reached without 
duplication. Both fields covered. Both Re 
publican and Democratic readers reached. 


PORT HURON, ¢. b., Saint Clair 
Co. O 18,3484 pop.—local estimate 18,000— 
on Flint & Pere Marquette and Grand Trunk 
Rds., 56 m. N. E. of Detroit. Lumbering, 
general manufacturing, shipbuilding and 
— commerce. Grain and wool market. 

every evening except Sunday, 

oll EEK LY, Thursdays; republican; 

eight p ee x24; subscription—daily 85.0, 

bs “ts established—datly 1872, weekly 

A. Sherman, editor; Port Huron 
Teen publishers. 
Cc irculation—DPaily : 


Aen on for 


1895, 2.231; for 1896, 2 St, for isu, 
| ed Sor ‘ede » By Sey pty 1899, 2,84 


kly: i580 coral $3 1895, 2, TIT 

Sor 1896, 2,953 for 1897, % 253; for 1898. 

2,368; Sor 1899, 2,330 

Publisher's announcement.—The Times 1s the 
only pry Am the seventh congressional dis 
trict of Michigan. The daily and weekly 
editions thoroughly cover Port Huron and 
surrounding territory, containing 75,000 
people. 


~ MINNESOTA. _ 


FAIRMONT. c. h., Martin Co. Oo 
2,302+ pop., on Chicago, Milwaukee & St. 
Paul Rd., 40 m. 8S. W. of Mankato. Agri- 
culture and stock raising. 

MARTIN CO. SENTINEL; Fridays; 
independent; eight pages 18x24; subscription 
$1.50; established 1874; Day & Aldrich, edi- 





tors and publishers. 
Circulation: Actual average for 189%, 
















MIN NESOTA. 














2,001. In 1896, I, Actual average for 1897, 
2,1 4ee. In 1898, yl, Actual average for 1899, 





Publisher's announcement.—The MARTIN 
County SENTINEL is the oldest. the largest 







and the best weekly in the county. Estab- 

lished 1874. Circulation 2,450. Day & Al- | 

drich, publishers. 
MINNEAPOLIS, c. h., Hennepin 





Co. O 202,718+ pop., center of nine rail 
roads, on Mississippir. at the head of navi- 
gation. Has very large and important 
trade, especially in flour and lumber. 
DAILY. 
DAGLIG TIDENDE; every evening | 
except Saturday and ‘Sunday, Sunday morn 
VEE sY, ridays; Norwegian 
; daily four, Sunday and weekly eight 
pages 18x24; subscription—daily and Sunda 
$2, weekly 50 cents; established — daily 1887, 
weekly 1851; S. Sorensen, editor ; T. Guld: 
brandsen Publishing Company, publishers. 
Circulation— a Rating varied from 
Gin 1891 to Hin 1895. In 1896, H. In 1897, H Z. | 
In 1898, zI._ In 1899,yI. In 190, Y. | 
Sunday: seer Varied fee G in 1891 to 
H_ in 1895. In 1896. H. in 1897, H Z. In 1898, 
zi. In1899,yI. In1900, Y. | 
Weekly: In 1s, —* asserts, not 
less than = ctual wrease Sor 18%, 
22-5125 for 189, #3 -406; for 1898, 
7.053; for 1899, 27.9 
Paes announceme 4 The Scandina- 
vian population of Minnesota is over one 
fourth of the entire population. Dally 
TIDENDE is the only Scandinavian dally 
paper in the Northwest and is the best 
medium for reaching the many Scandina- 
vian homes of Minneapolis and vicinity. 
Weekly TIDENDE has the largest circulation 
of any weekly paper in Minnesota. 
TRIBU NE; every day (morning and 
evening editions) except Sunday evening, 
and FARMERS’ TRIBUNE, twice-a- 
week, Tuesdays and Fridays; republican; | 
daily ‘elght to sixteen, Sunday thirty-two to | 
forty, twice-a-week eight pages 18x24; sub- 
scription—daily (without Sunday) $3, Sun- 
day $1.50, twice-a-week $1; established 1867; 
WwW. J. Murphy, editor — publisher. 
p LE wes Dailv: Actual average for 
189. 37 797: ion 189, 38,- 
06; for 1897, 0.653: for 
1898,50,287 ; for 4o OP ase. 
































































GUAR Sunday: In 1895, E. In 1896, 
TEED E. In_ 1897,¥. In 1898, C,. In 
EE 1899, P Ate In 1900, Y. 
Twice-a-week: In 199, G. In 
1896, G._ In 1897, ¥ In 1898, F. In 1899, yF. 
In 1900, Y. 


The absolute correctness of the latest 
circulation rating accorded the daily Tri- 
bune is guaranteed by the publishers ofthe 
American Newspaper Directory, who will 
pay one hundred dollars to the first person 
who successfully controverts its accuracy. 
Publisher’s announcement.—The figures as 
suaranteed above are the 
actual number of papers 
inted (press count) less 
gapers spolled in printing. 
The circulation as given, 
therefore, is the actual 
ge of complete 
and perfect DaILy TRIB 
UNES printed for the year 
ending December 31st, 1899. 

It follows that the fig- 
ures tncinde all papers re 

turned from newsdealers, 
z y. all sample copies 

if any, all papers 
given away, if any, and 
all papers left over and 
ageeta (over printed) at the publication 
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°'gome, or all, of these items are absolutely 
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necessary elements in the circulation of 
“— daily newspaper. 
To the extent that they are necessary 
and unavoidable, they are legitimate and 
ayy neglegible. 

Due to the fact, however, that the pad- 
ding in “padded circulations” is run into 
these items, itis necessary to know what 
these items aggregate in order to deter- 
mine whether any particular circulation 
is legitimate or padded. 

Of late there has been a growing desire 
among advertisers, and very properly so, to 
have this “*unknown quantity” fn all cir- 
culations either determined or eliminated 
entirely from circulation statements. 

The percentage which these items may 
legitimately bear to the whole circulation 
of a newspaper is variously estimated at 
from 10 to 20 percent. 

We will guarantee that these items aggre- 
gated less than 4 per cent of the circula- 
tion of the Dairy TRIBUNE during the year 
1899, as published above. 

Any advertiser may have, at his option, 
this guarantee inserted in his advertising 
contract. 

An examination of this Directory (or for 
that matter any other daily newspaper 
directory) will disclose the fact that the 
DatLy Tripune hasa larger circulation than 
any other daily published in its field of cir- 


culation. 
WEEKLY. 
CRITIC; Mondays; dramatic; Mee 
| pages 9x12; subscription $1; Cy gen 3 
|Osear F. G. Day, editor; . Lewis, pub- 
lisher. Office, Nicollet Buses. 
In 1899, zI, In 
, 21. 
| Publisher’ 3s announcement.—THE CRITIC cov- 
ers a remarkably broad field. It reaches 
every family in Minneapolis and vicinity 
where there is a member who cares for the- 
atrical matters. Itssplendid half-tones and 
colored work make it an ornament to the 
table, and it is found every day in the 
week in the hotel reading-rooms, news- 
stands, clubs, cafes, etc., where it is always 
kept on file. 


SAINT PAUL, ¢. h., Ramsey Co. 0 
State Capital, 163,065+ pop., center of 
eleven railroads on the Mississippi r., 9m. 
below the Falls of St. Anthony and at the 
head of navigation. General manufactur- 
ing and commerce. 

DAILY. 

DISPA cat ER every evening except Sun- 
day, and WEEKLY, ae republi- 
can; ten to twenty-four pages 17x24; sub- 
| scription—daily $5, weekly 75 cents; estab- 
| lished 1868; George. Thompson, editor: Cc. W. 
Hornick, manager; Dispatch Printing Co., 
publishers. 

Circulation—Daily: Actual average for 

189%, 29,586; for 189%. 34,418; for 1897, 

36, S78; for 1898, 41 618; Jor 1899, 40,- 


Weekly: Rating varied from G in 1892 to H 
in 189%. Actual average for 18%, 31,478. 
In 1897, ¥. Actual average for a year ending 
with September, 1898, 24,275. In 1899, z(". 

Actual average for a year ending with May, 

1900, 22, 92: 4. 

Publish r’s announcement.—The Saint Paul 
DisPaTcu is credited in the American News 
an a Directory with a larger evening cir 
eulation than any other daily paper in 
Saint Paul or Minneapolis. It is entitled to 
first consideration by advertisers among 
Saint Paul dailies. It isa well conducted, 
up-to date newspaper. The publishers have 
regularly stated its actual issues in a defi 
nite form, and the Directory rating for 18%, 
average for the year 41,618, is absolutely 
trne.—From Printers’ Ink, April 26. 
PIONEER PRESS; every morning, and 

WEEKLY, Thursdays; dafly and weekly 


| 
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eight, Santer | sixteen to hy oe eight pages 
18x24; Ye ption — dail Sunday $1, 
weekly 1; established. aily’ 1858, Sunday 
ind4, weekly 1849; J. A. Wheelock, editor; 
Pioneer Press Dally , publishers. 
Circulation, Dell : Actual nee Fe Sor 
- 23,7 toos, D. In 

97, ¥. otal } R' Sor 18%, 3°2, 4419; 
} ~ 1899, 31 43. 
Sunda Aetna tee gt et 28,189. 
In 1895, Bor 189%, D Actual 

iverage for is38. 28,845 aor i Tid. me 38 

‘Weekl 3 4 y ye 050. 
| 


1 1895, E. 
wk mM 23, SSS: sor 9, 36. 10 
Publisher's announcemen he PIONEER 
Press shows an increase of 1,931 columns 
of ype | in nine months over the 
same period last year. This increase in- 
cludes no free ‘‘ wants,” no State, county 
or city Bre teees although the PIONEER 
Press is the city and county official organ. 
It is not necessary to use comparisons to 
illustrate the solidity of this old reliable 


paper. 

WEEELY. 
DER WAN wim gg eo Ger- 
man; roman catholic; twelve isx 24; 


subscription $2: established 1867; on ph Matt, 
editor; Wanderer Printing Co., publishers. 
Circulation: Actual average a : 
10,232. In 18%, F. In 1897, V. 
ya. Actual average for 1899, 9.16 
year ending with June, 1900, 9, 
Publisher’s announcement.—DER WANDERER 
is the only German Catholic weekly in 
Minnesota. South and North Dakota and 
the Western States. Advertisements in 
Der WANDERER reach the thriftiest class 
of farmers and other laboring men incities 
and country. Rates for advertisements 
moderate, and furnished upon application. 
Only clean and unobjectionable advertise- 
mentsaccepted. Advertisements of doubt- 
ful character rejected’ no matter what 
rate isoffered. Address Box *‘O,” St. Paul. 
MONTHLY. 
THWEST MAGAZINE; 
monthly; fifty-two pages 10x14; subscription 
$2; established 1883; Eugene V. Smalley, edi- 
tor and publisher. 
Circulation: Rating varied from C tn 1892 
to E in 18%. In 1896,C. In 1897, ¥Y. In 1898, 
yD. Actual average for a year ending with 
raean 1899, 26,20 In 1900, Y. 
Publisher's announcement. —To cover the 
North western States advertisers should use 
THE NORTHWEST MaGaZINE. the only period- 
ical in this territory that possesses age. 
reputation and established circulation. It 
has the loyal support of nearly 36,000 sub- 
acribers and 15,000 friendly readers. If 
advertisers want rec.its, they should use 
THe NORTHWEST MAGAZINE. 


WINONA,-€. bh., Winona Co. 1 18,208t 
pop., on Chicago, Milwaukee & St. Paul, 
Chicago, Burlington & Northern and Chi- 
cago & Northwestern Rds. and Mississippir., 
107 m. 8. E. of Saint Paul, the State capital. 
Manufactures flour, lumber, wagons, plows 
and agricultural machinery. Important 
grain market. 

MORNING PROS TEN DENS 
morning except Sunday, and SEM 
WEEKLY, Tuesdays and Fridays; eight 
pages 18x24; subscription — daily $3, semi 
weekly $1; established —daily 1898, semi- 
weekly 1899; George L. Blake, editor: Inde- 
pendent Publishing Company, "publishers. 
rf mee Daily: Actual average for 


Publishers s announcement.—The publishers 
of the Winona MornNINnG INDEPENDENT guar- 
antee a circulation twice as large as 
any other cy pager Bs published Hy Min- 
nesota, outside Twin Cities and 

Duluth, and will make advertising con- 

tracts subject to that guarantee. 








KANSAS CITY, Jackson Co. o 
163,752+ pop., center of sixteen railroads, on 
the Missouri r., at mouth of Kansas r., 
26 m. 8. E. of Leavenworth, 70S. by E. of St. 
Joseph and 283 W. by N. of St. Louis. Second 
city of the State in population and impor 
tance. Manufactures and commerce and a 
great commercial center. Extensive mills, 
smelters, packing houses and stock yards. 

DAILY: 

STAR; every evenin, are Sunday, 
Sunday iarntinn: and W EE Wednes 
days; independent; eight to sixteen pages 
18x24; subscription —daily $5, Sunday $1, 
weekly 25 cents; established 1880; William R. 
ae. editor; The Kansas City Star Co. ,pub- 

shers. 

Circulation— sPailys fotwat average for 

1895, »660; for 189%, 63,- 

268; for is 70,76 , 
189%, 91,006; for 1599, S6,- 
96; fora y F- ending with 

September, 1900, 89,6 

Sunday : In 1895, B. Tn ta96, BR. 
7, B. Actual average for 
1898 » $9,110; for 1599, 86.- 
ra year ending with Sc ptember, 1900, 


kly: Actual at Sor 1895, 
65; for 18%, 113.676; for 189i, 
73; woof 1898, 129,010; for 1899, 
16 _— ending with Septem- 


The a ute correctness of the latest 
circulation rating accorded the Kansas City 
Star is guaranteed by the publishers ofthe 
American Newspaper Directory, who will 
pay one hundred dollars to the first person 
who successfully controverts its accuracy. 
Publisher’s announcement.—AWARDED FEB- 
RUARY 15, 1899, BY 
Printers’ Ink, THE 
LITTLE SCHOOL- 
MASTERIN THEART 
OF ADVERTISING, 
To “THE Kansas 
CiITy STAR;” THAT 
PAPER, AFTER 
FOUR MONTHS’ 
CAREFUL WEIGH- 

ING OF EVIDENCK, HAVING BEEN PRONOUNCED 

THE ONE PUBLISHED WEST OF CHICAGO WHICH 

GIVES AN ADVERTISER THE BEST SERVICE IN 

PROPORTION TO THE PRICE CHARGED. 

THE STAR accepts all advertising on con- 
dition that the paid circulation of its dail 
and Sunday editions exceeds 87,000 eac 
issue and that the paid in- advance circula- 
tion of its weekly edition exceeds 140,000 
each issue, or no charge whatever is made. 
The circulation of its daily and Sunday 
editions is more than double the combined 
circulation of all the other Kansas City 
dailies, and its advertising rate is less per 
thousand of circulation than that of any 
other paper west of Chicago. Kansas City 
advertisers pay THe Stark annually mora 
Somer than they pay to all other local me- 

ur 

TIMES; every morning, and WEEK- 

LY, Fridays; democratic; daily eight to 
fourteen, weekly eight. Sunday eighteen to 
twenty-four ages 18x24; — tion—dally 
and Sunday Th aoneey $1, weekly 25 cents; 
established—dafly 1850, weekly 1B4n; A. A. 
Lesueur. editor; Kansas City Times News- 
paper Company, publishers. 

Circulation— matty: : In 1895, D. Actual 

quevecgs Jer Nany SBN: for 1897, 23,595; 
for haw ,083; ‘or 1899 (including Sun- 

M(, Be 24 
Sunday: In 1895,D. In 189%, D. In 1897, C. 
In 1898. C, ». C. 








a = F. Actucl everage for 

35-8 r 1897, 36,72 28; for 188, 
28.120; on inde. $7. 404. 

Publisher’s announcement.—The Times now 

guarantees a net paid circulation of more 
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than 40,000 copies daily and 60,000 copies 
weekly, traversing the most productive por- 
tion of the big grain belt, Missouri, Kansas, 
Oklahoma, Indian Territory and Southeast- 
ern Nebraska. Its age, prestige, respecta- 
bility, influence and following make it in- 
dispensable and invaluable. An advertise- 
ment in its columns secures a dignified 
audience in the best houses and homes in 
Kansas City and throughout the wide field 
it faithfully covers. No Western paper en- 
Joys greater popularity than the Times. 

vertisers are assured of good results. 
The DaiLy Times makes three lightning, 
limited journeys every day through the 
advertisers’ country, reaching 00 towns 
on day of publication, 300 before break- 
fast and 5 before dinner, emphasizing 
the vast importance of quick and thor- 
ough distribution. It gets there quick! 
Once an advertiser in the Kansas City 
TIMES means a permanent patron. All 
we ask isa fair test. 


SAINT JOSEPH, ¢. h., Buchanan 
Co. ty 102,979+ pop., center of eight railroads, 
on the Missouri r., 275 m. W. by N. W. 
of Saint Louis. Milling, wholesale and 
manufacturing center. 

DAILY. 
GAZETTE-HERALD; every morning 
except Monday, and WEEK LY, Fridays; 
independent; Se ate weekly eight, Sunda: 

— pages 17x22; subscription — daily 

Sunday $1, weekly 81; established—Gazette 

1845, Herald 1858, consolidated 1900; Chris. L. 

Rutt, editor; The Gazette Publishing Com- 

pany, publishers 

Circulation—Daily: . 18, publisher as- 


ae, = less than s. 500. 1895, G. In 189%, 
S. 89, GZ. In 1898, "7G. In 1899, yG. 
n , 

Sunda : In 1895, G. = 1896, G. jn] 897, 
GZ. _ In 1898,z@. In 1899, y@._ In 4s 
We cokly: Be Ratin varied from Fin 1808 toH 
in_ 1895. 6 EL. I - In 1898, 


tH. In 1899, CC 7900, 

Publisher’s announcement. — “The GazeTTE- 
HERALD is the only morning and only Sun- 
day paper in St. Joseph, a city of 102 979. 
For fifty years until the present timethere 
have been two morning papers. Advertis- 
ers now get both circulations in one. The 

AZETTE-HERALD circulates in the greatest 
em and live stock section of the world. 

. Frank Richardson, special representa- 
tive, Temple Court, New York. Stock Ex- 
change Building, Chicago. 


SAINT LOUIS, Saint Louis City Co. 
O 575,238+ pop., center of fifteen railroads, 
on the Mississippi r., 20m. below the mouth 
of Missouri r. The great metropolis of the 
Southwest and center of trade and com. 
merce of the two great rivers and their 
tributaries. Has many large milling and 
manufacturing establishments. 

WEEELY. 
FA MACHINERY; Tuesdays; 

forty- ott S to og tae, Ge) 7x11; a 
2; esta’ K. Reifsnider, editor; 
{dland puting Co., publishers; dated 

also at Kansas City. Office, 506 Olive street. 

Circulation: In 18%, publisher asserts, not 

less than 10, 000, In 1895, +t 8s 

Actual average for 1897, 096. In 1898, 

yF. Actual average er ieee 10,288. 

Publisher’s announcement. ~Katee issue 
in 134¢ years - -30,000complete copies. 
Smallest, 1344 years. -10,000 

rgest average for 
a whole year.. ..17,600 
Books open. Proofs always ready. 


SEDALIA, ¢. h., Pettis Co. 0 14,068t 





pop., on Missouri Pacific and Missouri, 
Kansas & Texas Rds., 


189 m. W. of Saint 








Louls. Manufacturing. Coal mining. Agri- 
culture. 
EVENING SENT YT omnins 
except Sunday, and WE hurs- 
days; democratic; dally eight, weekly pa a 
ages 15x22; subscri — oe ~" wot 
1; established—dail y 1893, weekly ; Wil- 
liam Herbert Graffis and ‘Onarles Ellsworth 
Baker, editors and publishers. 
Circulation—Da ly: In 1896, “yeu. In 
897, Z. Z. Actual average for a 
ear ae athe October, 24, 1899, 2,°217. 


n 1900, Y. 

w veekly: In 1896, “sxx.” In 1897, Z In 

98, H., Actual average for a year ending 

wath October, 1899, 2.855. In 190, Y. 

Publisher’s announcement.—The SENTINEL {is 
the only paper in Sedalia that makes affi- 
Govt to its circulation : Daily, 2,500; Week- 
ly, 3,400. Guaranteed, greatest circulation 
in’ Central Missouri’ and more than all 
other local papers combined. 





NEBRASKA. 


OMAHA, ¢. h., Douglas Co. O 102,555t 
pop., on Missouri r., opposite Council Bluffs, 
Ia. Military headquarters of the Depart- 
ment of the Platte. Union Pacific machine, 
car and repair shops. Smelting and refin- 
ing, nail, oil and boiler works, breweries, 
packing houses and other commercial es- 
tablishments. 

DAILY. 


NEWS; every evening except Sunday; 
independent; four pages 17x24; subscription 
$3; established 1899 Butler, editor; 
Kellogg & Scripps, publishers. 

Publisher’s announcement.—The Omaha 
Dal_y NEws guarantees to advertisers the 
largest paid circulation of any paper pub- 
lished in Nebraska. Actual cash paid cir- 
culation over 28,000 copies daily, Only one- 
cent paper published in Omaha. Issued 
every afternoo’ and Sunday morning. 
Reference: Anv leading advertiser in Om- 
aha, Flat rate for display, 5 cents an agate 
line. Flat rate for reading notices, 20 cents 


a line. 

WEEELY. 

NEBRASKA FARMER; Thursdays; 
agricultural; sixteen to forty pages 11x14; 
subscription $1; established "869: Hugh F. 
McIntosh, editor; H. E. Heath, business: man- 
a er; Nebraska Farmer Co., publishers. 

ircalation + Ratieg varied from E in 1892 
to G in_1895. In 1896. G. In 1897,GZ. In 
1898, yG. In 1899, yG. In 1900, July, Fi 
lisher asserts, no issue since 1898 has b 





| less than 


Publisher’s' announcement.—The year 1899 
was the best ever known, agriculturally, 
= Nebraska, and its benefits seen and felt 

1 by the NEBRASKA FARMER doing 
aoa advertising and getting more sub- 
scriptions the first six months of 1900 than 
in any preceding year of its history. Every- 
body doing business through this journal 
obtained most satisfactory returns. This 
_year we guarantee still better results. 


N. EW Hz 4MPSHIRE. 


LITTLETON, Grafton Co. O 4,066t 
pop., on Boston & Maine Rd., 113 m N. 





of Concord, the State capital. Manufact- 
uring. Summer resort. 
COURIER; Thursdays; independent: 


eight pages 18x22; subscription $1; estab 
lished 1889; W.8S. yo p and publisher. 
Circulation: 1n'1394 and 1895, publisher 
asserts, not less than 1,800. In 1 n 
98, “KL.” Actual average fo 
1899; 1,851 3; Jor a year ending with October, 
1900, 2,185. 
Publisher's a 


nnouncement,— Largest bona 




















NEW HAMPSHIRE. 





Trad 


fide circulation in Grafton County. 
ing center for the White ‘oe 
State daily within 1 100 miles 


NE w JERSE Y. 


JERSEY CITY, c.h., Hudson Co. af 
206,433¢ pop., on eight railroads and on 
Hudson r., opposite New York City, con 
nected by ferry. Commerce and manufact- 
ures are extensive. Itsgrain elevators and 
sugar refineries ar - mong the largest in 
the world. 

EVENING JOUnh--*L; every 


evening except Sunday; ERT Y eight 
to twelve pages 18x24; subscription $6; estab- 


lished 1867; Albert Pappleye e,editor; Evening 

Journal Association blishers. ‘Office, 37 

Montgomery street. 

Viroulacion: gus guru for 1895, 
ri dED Sor 1896, 13: go3; ‘or 1897, 

1} 33 for 1898, 1899, 


or 
44:338' Sor @ year ontg a w Gh I, Shove, 1900 
14,732 
Publisher’ 8 announcement.—The circulation 
of the EVENING JOURNALIisa 
home and not a street cir- 
culation. It goes among 
the best class of the reat 
dents in Jersey City, Bay- 
Oonne and Hudson ounty 
aeey- The Ye 
ally circulation of the 
EVENING JOURNAL for three 
months ending March 31, 
, was 15,140; for six 
months ending June 30th, 
18,288; for nine months end- 
ing September 30th, 15,054. 
Advertisers in the JOURNAL 
find it pays and they stick to it. 


NEWARK, ¢. h., Essex Co. (7 246,070 
pop., on Central of New Jersey, Pennsyl 
vania, Delaware, Lackawanna & Western, 
Erie and Lehigh Valley Rds. and Passaic r., 
9m. W. of New York City. 
manufactories of various kinds and con- 
siderable domestic commerce. 

DAILY. 

EVENING NEWS; every evening ex- 
cept Sunday; independent; fourteen to 
twenty pages 17x25; subscription $5; estab- 
lished 1888; W. M. Scudder, editor; Evening 
News Publishing Company, publishers. 





35,2 teh for 189%, I 3 
39,811 ‘ire: year ending with 
40,316. In 1898, yC. 
a year ending with Sept. 1899, 40,764; Sor | 
a year ending with May, ‘1900, 79 
Publisher's announcement. ~The Newark 
EvENING News is delivered by carriers to 
nearly all the homes in Newark and the 
territory adjacent, ang | such towns 
as The Oranges, Morristown, Madison, Sum- 
mit, Bloomfield, Montclair, Harrison and | 
Kearny. In all these it is their local daily 
paper. This isoneof the most prosperous 
sections of the country. ffice of New 
Yorkadvertising agent inSt. Paul Building. 
NEW JERSEY FREIE ZEITUNG; 


r 1897, 
larch, 1898, 


Cc inrculations Actual te 1895, | 
‘0 


every morning except Sunday, DER 
ERZAEHLER, Sundays, and WEEK- 
L independent- 


heey = German; 
republican; y eight to twelve pages, 
Sunday twenty to twenty-four, weekly eight 
—dally 15x23, bina | 15x23; ——. 
daily with Sunday $9, Sunday 82, rion Yoon [. 
cents; established—daily and Sunday 
weekly 1879; Frederick Kubn, editor; Bene. 
dict Prieth, publisher. 

Circulation— Daily: Actual average for 
1895, 5,326 In 18%, G. Actual average 
for 1897, 5, S82); Sor 1898, 6,565; for a year 


PRINTERS’ 


No Sunday 


Extensive | 


ALBANY, 





Actual average for 


| ieith September, 1897, 2 











INK. 








NEW JERSEY. 


ontin with Sept., 1899, 6,655. 900, Y. 
: Actual average for 1805 Po szp0: 





In 1896, F, wyry average for 1897, 8,710 
Sor 18%, 136 a ag? ending with 
| September, net ¢ 456 1900, Y. 

eekly: Actual avera *% > 1895, 23,475. 
In 189, H. In 189 ay i a he In 1898, yH. In 
1899, yl. In 1900, 


Publisher's announcement. —There are over 
000 Germans in Essex 
County, and as the FREIK 
ZeiTuNne is the only Ger- 
man paper in the county, 
it is the only medium 
through which this large 
and prosperous part of the 
Geotietee can be reached. 
FREIE ZEITUNG is es- 
sentially a home paper, 
having no street sales to 
speak of. A recent can- 
vass of the county has 
shown that 80 per cents 
of the German families 
read the Freiz Suevgen. This proves con- 
clusively that the advertiser can not reach 
the Germans of Newark by using the Eng- 
lsh papers. 


NEWMARKET, Middlesex Co. 0 
400 pop., on Lehigh Valley Rd., 344 m. 8S. of 
Plainfield. Manufacturing of clothing. 
Farming. 

ADVERTISERS’ GUIDE; monthly; 
advertising; sixteen pages 6x9; subscription 
25 cents; established 1887; Stanley Day, editor 
and publisher. 

Circulation: Actual average for 1899, 

3: for a year ending with October, 





1900. 

Publisher's announcement. —The ADVERTIs- 
ERS’ GUIDE rates: 9 cents per line; one 
page, 180 lines, $16.20; two lines and up- 
wards pro rata; no preferred position guar- 
anteed; no discount for time or space; 
forms close 24th. Sample free. STANLEY 
Dar, New Market, N. J. 





NEW YORK. 


c. h., Albany Co. 0 State 
Capital, 94,151+ pop., on Boston & Albany, 
Delaware & Hudson, New York Central & 
Hudson River and West Shore Rds. and 
Hudson r., 142 m. N. of New York City. 
Center of wholesale and retail trade 
especially in lumber. Connected by river 
and canals with Lake Erie, Lake Ontario 
and Lake Champlain. 

DAILY. 
eae enkii ed except 

Sunday, and WEEKLY TIMES, Thurs- 

days; independent; + be pages 19x24; 

subscription — daily q We estab- 
lished—daily 1856, weekly Ye; 3; ae 'H. Far- 
rell, editor; Joseph A. Farrell, publisher. 

Circulation— aily: In 1894, publisher as- 

cores, not less than 19,600. In 1895, D. In 

9%, D. Actual avera iii a wer, ending 


oo In 1898, yD. 
| Actual average for Ue $F) 7 
Weekly: Rating varied 3.50 & in 1892 to H 
in 1895. In 1896, Hi. 897, H Z. In 18%, yH. 
In 1899, yH. In 
Publisher’ BM —The Times-Union 
is a clean home newspaper; honest, relia- 
ble and fearless. It makes advertising con- 
tracts on this basis: That its paid daily cir- 
culation is greater than the Coonbined cir- 
culation of all the other Albany dailies. A 
certain class of advertising is refused ad- 
mission to its columns. 





BINGHAMTON, ¢.h., Broome Co. 0 
89,647+ pop., on Erie, Delaware, Lackawan- 
na & Western and Delaware & Hudson Rds, 
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| 
— 
and at eoufucnce of Chenane par Sus- 
quehanna rs., 50 m. E. of Elmira and 80 8, 
E. of Syracuse. Has good water power. 
Manufacturing city. Rated third city 7 
United States in cigar industry. 
EVENING HER LD ever —— 
except Sunday, and KLY,Thursdays; 
independents eight pages 19x24; subscription 
y 3% weekly’ 1; established — daily 
roe tel ly 1890; Beardsley, editor; 
Evening Herald Gonipaniy publishers. 
Cc ee oe Dail ua enmage Sor 
3 for 1397, 


1895, or 1 
8,40% j for ts, 8, 6D4; 700 bd 8,537. 
Weekly: Accorded I from 1891 to 1295. Act- 


ual average for 1 - In_ 1897, 

raga average for 1898, 1,069. 

1899, 

Publisher’ 8 announcement.—The HERALD's 
sworn daily cireulation for six months | 
from January 1 to July 1, 1900, was 8,779. 

The HERALD can prove by @ business 
men’s newspaper census a city circulation 
as large as the Republican and Leader 
combined. Write M. F. Thompson, pro- 
prietor Thompson’s Department Store, 
Binghamton, for full facts. 

Sample copies and rate cards furnished. 
N. M. Sheffield, Rooms 84-85 Tribune Build- 
ing, New York, special repregentative. 4 


BUFFALO, ¢. b., Erte Co. 0 352,387t 
pop., on 11 railroads, at eastern extremity 
of Lake Erie and Erie canal. Extensive 
lake commerce with all points West. Manu- 
factures various and important. Livestock 
and grain trade. 


In 





DAILY. 
EVENING STAR; every evening ex- 
cept Sunday; eight pages 18x24; subscription 
$3; establis ed 1 S. Copeland and J. F. 


Woodford, ~ saa ‘pub ishers. 
Circulation: In_ 189%, oe asserts, 
smallest 7,200. In 1895,@. In 18%,G@. Actual 
average for 1897, eA Fls for 189, 9,384. 
In 18%, yF. Ini 

Publisher's bt san, —The Elmira 
Star challenges investigation as tocircula- 
tion, especially its circulation within the 
city, which is over five thousand five hun- 
dred daily. There are three reasons for 
this: First, itis non-political; second, it is 
only one cent; third, it_bears, exclusively 
of Elmira dailies, the Union label. One 
price for advertising to everybody. Rate 
card on application. 

GLENS FALLS, Warren Co. 12,000 
pop., on Delaware & Hudson Rd. and Hud- 
son r., 54 m. above Albany, the State cap- 
ital. Lumber, lime, paper, shirt and collar 
manufacturing. 

MORNING STA pag Bo mornin 

cept Sunday, Loy | Ww Y, Fri aye; 

four to six re 8 2x%; subscription—daily 

e. weekly $ setablished 1884; J.C. Mahoney, 

W. Sprague, A. L. MoMulien and F. 

Laprey, Saitors end ‘paniian ers. 

Circulation—Daily: In 1896,‘zx1." In 1897, 

Z. “Actual average for 1899, 2,149. 

Weekly: In 18%, ‘sxu." In 1897,Z. Actual 

average for 1899, 1,375. 

r’s —The morning 
Star and the weekly — have the largest 
circulation and are most popular papers. 

KINGSTON, ¢. h., Ulster Co. 0 21,261 
pop., on Ulster & Delaware, Wallkill Valley 
and West Shore Rds. and Hudson r., 91 m. 
N.of New York City. River commerce 
and trade in brick, cement and bluestone. 
The municipality of Kingston embraces 
Kingston, Rondout and ‘Wiber. 
VWREEMAN (Rondout); eve 

except Sunday, and F EEM 








evenin 


N AN 





NEW YORK. 





JOURNAL, Thursdays; republican ; e ht 
ages 16x22; subseription—daily $5, weekly 
i setabliibed a aily 1871, aw 1840; J. 
Klock, editor vw f publis sher. 
Circulatien—Daily yrmny average for 
1895, 3,4 eR eo 3,611; fer 1897, 
+7113 BS, 3. In 1899... Act: 
ual avera efor a ae ending with June, 
190, 3,07 
Weekly ‘ Rating varied from 4,500 In 1891 to 


In 1897, ¥. In 1898, yl. 
In 1899, yI. In 190), Y. 


Publisher's announcement.—The decrease in 
daily circulation from figures of 1898 is due 
to fact that price of paper hs been in- 
creased from one to two cents per copy. 


MOUNT VERNON, Pestchester Co. 
Q. 10,8804 pop.—local estimate 18,000—on New 
York Central & Hudson River and New 
York, New Haven & Hartford Rds., 13 m. 
N. of New York City. 

a WEEKLY, evening except Sunday, 
and Thursdays; democratic; 
eight pi 15: x20; subscription — daily $3, 
weeks vel. ET established daily 1892, weekly 
= ench & Merriam, editors and publish. 


Circulation—Daily: In 1896, “uu.” Act- 
val average for 1898, 67; Sor 1899, 
$733 for a year ending with September, 

900, 1, ~ 

Weeki “URL.” 

Publisher's announcement.—The DaILy AR- 
Gus is the best and largest daily paper in 
Mt. Vernon, ‘‘The Premier Residential City 
in the Empire State.” Larger circulation 
than all contemporaries combined. Estab- 
lished in 1892. It is the largest daily in 
Westchester County—eight pages. The 
WEEKLY ARGUS is well known, and is the 
oldest paper in the city; established 1879. 


NEW YORK, ©. h.,New York Co. 
$,437,202+ pop., situated partly on Manhattan 
Island, which lies at the confluence of the 
Hudson and East rs. The corporate limits 
of the city extend into neighboring coun- 
ties and comprise the boroughs of Man- 
hattan, Brooklyn, Richmond, Queens and 
Bronx. It is the commercial metropolis 
of the United States, and the most populous 
and important city in the western hemi- 
sphere. Noted for the cosmopolitan char- 
acter of its population and the variety and 
importance of its commercial and financial 
interests, manufacturing and other indus- 
tries. One of the finest and most commo- 
dious harbors in the world. 

Borough ef Manhattan. 
DAILY. 

RWARD,; every evening; Hebrew; 
labor and aes daily six pages 17x23, 
Saturday eight pes SS 1446x283; subscription— 
daily $3, Saturd my edition 80 cents; estab- 
lished 1897; Forward Press Federation, edt- 
tors and publishers. Office, 183!¢ Division st. 
Circulation—Daily: In’1898, yi. In 1899, 

yI. Actual average fora year endin 

Sept. 1900 (including Saturday), 19,000. 

ForwarRD 


Saturda : In 1900, 
rs announcement.—The 


ish language. It is 
ated Hebrew Trade Unions of Greater New 
York, composed of the Sotlowing organise 
tions: Shirt Makers’ Union of New York 

Children Jacket Makers’ Union, United 
Brotherhood of Cloak Makers, Suspender 
Makers’ Union, Clip Sorters’ Union, Purse 
Makers’ Union. He .-American Typograph- 
ical Union, Bakers’ Union, United Brother- 
hood of Tailors, Hatters’ Union of New 
York, Vest Pressers’ Union, and many 
others. Thereadersof the ForwarDpatron- 
ize only those who help the existence of 
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their paper = inserting their aduastien- 
mentsinsame. Weespecially recommend 
the FoRWARD to manufacturers of union- 
made products. Ap alvertisement in the 
Forw \RD reaches all the Jewish working 
men and women in the Union. 
JEWISH DAILY NEWS ore 
ing except Saturd iets Sun 
morning,and JE SH GAZ ET 
days; Hebrew Radice and Eu 
dependent; daily eight pages 17x2? 
twenty- Ny 3 pages 15x22; rice pare dale 
$3, week =o 50; established 1874; Sa 

son, publishers. Office, 185 East Broadway. 

Circulation—Daily: Actual average for 

13%, 11,375. In 1895,G. In 189, publisher 

asserts, smallest 16,000. In 1897. zE. Actual 

average for 1898, 32,489; for 1899. 32.914; 

fora — ending with July. 190, 33, S48. 

hag = ery Actual average for 1894, 18,6 0. 

Actual average for 18%, 24,680; 
for 4 rst six months of 1897, 35.4 59. In 
898. y1). In 1899,yE. In 1900, 

Publisher's announcement. The” managers 
of the Jewish DaILy News without a mo- 
ment’s hesitation have placed at the com- 
mand of the editor of the Directory every 
needed facility, and the editor, through his 
representative, finds that they do in fact 
issue and sell as many as they claim.—Prin- 
ters’ Ink, Aug. 8, 1900. 

aa guarantee to cover the entire Jewish 


Eres: every morning, and WEEK- 
Wednesdays; republican; daily ten to 
2B pages, Sunday thirty ‘to thirty-six 
pages, and fifty-page 


even- 





weekly twelve pages 17x22; subecri tion— 
ea, 50, daily and Sunday as unday 
weekly 1; established i. Ervin 
man, editor; New York ‘0. (Lim- 


Tress 
hee publishers. omee, Potter wathatmee 
Cis irculation. Dai uly: Actual avera wrege for 
894, » Ps 895. A. In . In 
= O83, +B (??). In ae 2B (++). 


: aot We, 53.560. 
n 1898, yC (??). In 


900, Y. 
Weakly: Tn 1895, G. 1896, &. In 1897,Y. 
In 1898, yH. Ini et In 190, Y. 
Publisher’s announcement. o Wwithhe twenty 
miles of City Hall Park the New York DaILy 
PRESS sells daily to actual buyers and read- 
ers (all returned and uns »Ild copies, spoiled 
copies, free and complimentary conies, etc., 
deducted ) more conies, by several thousand 
a day, than are included in the highest rat- 
ing of the American Newspaper Directory 
—namely, the “‘A” rating, ‘exceeding 75,- 
00 copies a day.” This is absolutely guar- 
anteed to all subscribers. Proofssubmitted 
at any time, under a penalty of forfeiture 
of contract and a refunding of money to 
advertisers. The New York DAILy PrREss 
hasthe largest daily Republican circulation 
in New York by many thousands of copies 
aday. It hasthe third largest circulation 
of all New York newspapers. 
SEMI-WEEKLY. 
ATLANTIS;semi-weekly, Tuesdaysand 
Fridays; Greek; news and literature; eight 
pages 12x18; subscription $3; established 1998: 
D. J. Viasto, editor and ome Office, 2 
Stone street. 
Circulation: In 1896, “ 897, I Z. 
In 1898, zI, In 1899, yI. Aetual pet} 
a year ‘ending with October, 1900, 4.874. 
Publisher’s announcement. ‘The Greeks in 
the United States are mostly confectioners. 
They have candy stores all over the Union. 
You can only reach them through the 
ATLANTIS, the only Greek newspaper in 
the U.S 


WEEELY. 


M AND NAVY JOURNAL; 
Saturdays; military and naval; twenty pages 


| 

| less than 4,000. In 1896,G, In 1897, Y. In 1898, 
zG@. Actual average for 189, 6,524. 

Publisher's announcement. —The long contin- 
uance in the columns of the ARMY AND 
Navy JOURNAL of well-known advertisers 
is positive proof of the value of its ad- 
vertising. Sixty-two firms have used this 
paper for over 10 years, aud 36 from 25 to 37 
years. It still carries the advertising of 
the following, who appeared in the first 
volume 37 yeursago: Black, Starr & Frost, 
w. orstman Co, The "Hartley Com: 
pany, Bent & Bush, John Wiley & Sons, D. 
Appleton & Co, . Van Nostrand Co., 
Harper & Brothers, eae L. 7. War- 
nock Uniform Co., E. & H. Anthony, 
Mutual Life Insurance 44 J. B. Lip- 
pincott Co. 

The JoURNAL’s columns are free from ob- 
jJectionable advertisements, containing the 
announcements of the most reputable and 
important business houses. 

Send for booklet, “A Record of 87 Years.” 
CHRISTIAN ADVOCATE; Thurs- 
days; methodist - episco opal; fort ty pages 

934x133; oaherretien 7 o; establis e 

Rev. Me 7, 5D editor; Eaton & 

~~! tay «Ss ice, 150 Fifth avenue. 
ulation: Rating Et from 52.654 in 

. Actual average for yn! 

In 1897, VY. Actual average 

a year ending with October, 1898, 45,5£ 0. 

In 1899, yB. In 1900, ¥. 

Publisher’s announcement. — Forty pages; 
weekly; — litan organ of the Metho- 
dist Eptsco hurch. Circulation during 
1900, exce 41,000 copies, to over 8,500 
postoffices. Is recognized by ‘the best grade 
of advertisers as a valuable advertising 
medium, reaching as it does the well-to do 
and enterprising people of every commun- 
ity where it circulates. Fullest informa- 
tion as to circulation can be had by any ad- 
 - gaea whose business would be accept- 


CHRISTIAN HERALD; Wednes- 
days; yg illustrated ; twenty 
pages 10x14; subscri n $1.50; established 

DeWitt Ta nomad editor; uis 
Klopsch. publisher. Office, Bible House. 

Ties: Actual average for 1 
177,2 oes Sor 18%, 185,590; Sor 1897, 
188, are: for 1898, Ros. S27; for 1899, 
268,50 
Publisher's announcement.—The CHRISTIAN 

HERALD has the largest circulation of any 

religious weekly paper in America, and is 

one of the best paying advertising mediums 
known. Beautifully printed in colors. Ad 
vertising rate (subject to change): $1.2 ad 
agate line. Noextracharge for cuts or 
play type. 170 lines to column, 4 columns 
680 lines) to page. Electros should be 21-8 
inches wide. Forms close two weeks in ad- 
vance of date. For further information 
address P. B. Bromfield, 96 Bible House, 
New York. 


CHRISTIAN WORK; Thursdays; 
undenominational; forty to fifty-six pages 
10x18; subscription $3; established 1848; Rev. 
Joseph Newton Halloc D.D., editor and 

ublisher. Office, Bible House 

‘irculation: In 18%, Ri "tn 1896, C. 

897, Y. In 1898,zD. In 1899,2D. In1%0, Y 
Publisher's announcement.—The Illustrated 
Christian Weekly, formerly published by 
the American Tract Society, was bought 
by and merged into the CHRISTIAN WoRK, 
and its Editorial and Home Departments 
have no superior among the religious 


Snipe 

CLIPPER; Saturdays; sporting and 
lt 4 twenty four be ges 18x19; subscrip- 
tion 84; established 1853; Frank Queen Publish- 
ing To. (Limited), editors and publishers. 
Office, 47 W. 8th street. 

Circulation: Rating varied from_E in 
1891 to F in 1895. In 1896, F. In 1897. VW, In 





11x16; subscription $6; established 1863; > 
Wm. Conant Church, editor; & F. 

Church, publishers. Office, 101 Nassau ena 
Circulation; In 1895, publisher asserts, not | 





1998, va. "In 1999, yG. ‘In 1900, C (©). 
Publisher’s announcement.—The New York 
CLiPrerR reaches the theatrical profession 
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and sporting fraternitieseverywhere. Itis 

the oldest, most reliable and widely circu- 

lated pepse of its kind extant. Advertts- 
ers in it always obtain satisfactory results. 

Every line of its contents is carefully cen- 

sored and nothing of an objectionable 

character is allowed to appear in its pages. 

MUSIC TRADE REVIEW; Satur- 
days; music trade and art; twenty- eight to 
hee tra subscription $2; ae 

Lyman Bill, editor and pub- 
lisher; prints a monthly edition under —— 

binding called — Number. Office, 3 

Fourteenth stree 

Civeulations Hatin varied from H in 1892 

to I in 1895. In 1896, In 1896, publisher 

qunerte, exceeding 8,000. In 1898, yH. In 

1899, zHI. In 1900, June, publisher’ asserts, 

for twelve months preceding smallest num- 

ber printed was 8, 

Publisher’s announcement.—The reliability 
of the Music TRADE REVIEW has won for it 
the highesi position in trade journalism. 
In circulation, standing and influence its 
superiority is universally recognized, 
MUSIC TRADES; Saturda: 8; musical; 

thirty-six to forty pages = * subscrip- 
tion §2; establiehed 1890; John ‘C. Freund, 

editor; Music Trades Company, publishers. 

Office, 24 Union square. 

Civenlations ctual aoerage | ioe 1895, 
-168. In 189,G. In 1897, Y. 

Actua average Fora yer quliing with Octo- 

ber, 1899, 6,781. In 19 

Publisher's ethmatcaeimdhy —Muste TRADES 
has a larger circulation in the musical in- 
dustries than all the other music trade 
papers Led together. This claim can be 
substantiate: 

PRINTERS’ INK; Wednesdays ; news- 
paper advertising; forty-eight to ninety-six 
pouce Sa8 5x8; subscription $5; estabished 1888; 

Rowell & ompany, publishers. Of- 
fice, 10 Spruce street. 

Circulation: Actual average 
for 1895, 21,913; for 1896, 
Atay 21,581; for 1897, 16,721; 
AN for 1898, 23,171; for 1899, 
“aa 23,008; for a year ending 

with July, 1900, 19,324. 

&@ The absolute correctness of the latest 

circulation — accorded Printers’ 

Ink is guaranteed by the publishers ofthe 

American News -— Directory, who will 

pay one hundred dollars to the first per- 

son who successfully controverts its ao- 
ouracy. 

Publisher's announcement.—PRINTERS’ INK is 
a@ magazine devoted to the general subject 
of advertising. Its standing and influence 
is recognized throughout the entire coun- 
try. Its unsolicited judgment upon adver- 
tising matters is of value to intelligent 
advertisers as being that of a recognized 
authority.—Chicago ( Ill.) News. 

Printers’ INK is devoted exclusively to 
advertising—and aims to teach good adver- 
tising methods—how to prepare good copy 
and the value of different mediums, by 
condueins wide open discussions on any 

— interesting to advertisers. Every 

ject is treated from the rag geal 
ctedapetaes. Subscription gy S5ay 

Advertising rates: Classifie Geenteatine 

each pernh Saas. Soa a line; - 

$25; 4¢-page,°@50; whole page, ea 

time. Tadees PRINTERS’ INK, 10 Spruce 

S8t.. New York. See advertisement on 


SEMI-MONTHLY. 


MINING AND METALLURGY 
(formerly Mining and Metallurgical Journal); 
semi-monthly; thirty-six to fifty-two pages 
10x18; subscription $2.50; established 1881; 
W. J: Johnston, editor and publisher; dated 
also at Los Angeles, — Office, . ed st. 
Circulation: In 1896, “ix.." 897, J. 
Actual average for 1898, e519; P -- i899, 
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2,517; 5. a year ending with November, 

1900, 3,125. 

Publisher’s ‘announcement. —This journal, 
just entering its third decade, was until a 
year ago published at Los Angeles. It has 

ong thoroughly covered the mining field 
on the Pacific Coast, and during the last 
year has worked indefatigably to make its 
circulation thoroughly national and inter- 
national. In addition to a rapidly widen 
ing circle of regular readers, it has spent a 
year in oongtns for use in soliciting sub 
scriptions the most complete list in exist 
ence of mining engineers, superintendents. 
general managers, purchasing agents, op 
erators, owners, and other heavy buyers 
of apparatus, machinery and supplies use. 
in,coal and metal mining and their allied 
industries, as well as in connection with 
smelters, foundries, iron and steel plants 
at home and abroad. Copies of the paper 
are mailed systematically to all on the 
list until their subscriptions are obtained. 
MINING AND METALLuRey is underthedirect 
personal supervision and management of 
. J. Johnston, whose entire energies are 
devoted to it. The aim is to make it as 
pre-eminent in its line as was in its special 
field the Electrical World, founded and for 
twenty years published by Mr. Johnston. 


RS’ REVIEW; semi-monthly; 
plumbing ig lighting, heating and ventilation; 
orty-eight to sixty-eight pe es 10x12; sub- 
scription $1; established 1881; James M. Heath- 
erton, editor and publisher. Office, 61 Beek- 
man street. 
Circulation: In 1894,G, In 18%, H. Act- 
ual average for 1896, 13,100. In 1897, Y. 
Actual average for 189%, 14,875; for 

1899, 15,929. 

Publisher’s announcement.—This journal fs 
credited by all advertising agencies as issu- 
ing more than the combined circulation of 
its contemporaries. May and June of each 
year, when our trade meets in annual con- 
vention, the PLUMBERS’ TRADE JOURNAL 
peente each issue about 25,000 copies. 

hristmas issue each year runs up to over 
80,000 copies. Books will be shown toverify 
these statements. Advertisers secure the 


best results. 
MONTHLY. 


AMERICAN MESSENGER; month. 
ly; undenominational; twenty to twenty- 
four pages 9x14; subscription 25 cents; estab- 
lished 1842; American Tract Society, editors 
and publishers. Office, 150 Nassau street. 
Circulation: Actual average Sor 1895, 
$0.3 00; for 1896, $0,500; for 1897, 

50,333; for 1898, 52.500; for 1899, 
52.300 5 for a year ending with August, 
10, 56.6 
Publisher’s announcement. — Beginning Oc- 

tober, 1900, our regular edition will be 75, 
000 copies. Our circulation is being in- 
creased by advertising in other papers, 
through agents, ete. For fifty seven years 
the AMERICAN MESSENGER has been the fa 
vorite religious paper of hundreds of thou 
sands of American pe ne families, and 
to-day no other paper of ifs class compares 
with it in circulation an infiuence. 

ARGOSY; monthly literary; one 
hundred and ninety-two pages7x10; - 
tion $1; established 1882; Frank A. Mu Rey, 
editor and publisher. Office, 11 Fifthavenue. 
Civewjation s In 1995, F. In 189, E. In 
1897, V._ In 1898, yF. Actual average for 


3. 

Publisher’s announcement.—The loss from 
the gross to the net, by reason of waste in 
bindery, over issues, returns from news 
dealers, will be under five per cent. 
BLACKSMITH AND WHEEL- 

WRIGHT; monthly; _ thirty-six _Paren 

11x16; subscription $1; established 1880; M. T. 

Richardson Sapeny. editorsand publishers. 
Office, 27 Park p 

Circulation: = 1895 publisher asserts, 
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not less than 5,000. Actual average for 1896, 
16; for 1897, 5.829; for 1898. 8,074; 
for 1899, 8,66 Bs Sor a year ending with 

May, 1900, 9,50 

Publisher’s nen ‘neement.—The BLACKSMITH 
aND W&SEELWRIGHT, since Januar. 1900, 
has been printing "regularly 10,000 copies 
every issue. Asan advertising medium it 
is unexcelled in its line. Send for advertis- 
ing rates and testimonials of advertisers. 
CLOTHIER AND PURNIGHER » 

monthly; men’s clothing, furnishing gece 

and hats; one hundred and sixty-pages Uxi3; 

subscription $1; established 1872; The Geo. N. 

Lowrey Co., publishers. Cen, Se Sater nase. 

Circulation: In 189%, publisher asserts, 

not less than 8,500. Actua average for 1896, 

3,584. In1897,H Z. In 1898, yH. Actual 

average for a year ending with October, 

1900, 5,199. 

Publisher’s announcement.—-Beginning Janu- 
ary, 1900, every issue THK CLOTHIER AND 
FURNISHER will consist of not less than 

5,250 copies, of which we guarantee from 
Sisbrcddaeteauerpabmiediotane. fear 
office receipts, printers’ bills. contracts, sube 
scription books, open for advertisers. 

EL COMERCIO; monthly; Spanish; 
export; twenty-eight ages 12x17; sub- 
scription $8; established 1875; Jose Fernan- 
dez, editor; J. Shepherd Clark Co., publish- 
ers. Office, 126 Liberty street. 

Picensasten 5 Actual average for 1895, 

S33 for the first six months of 1897, 

3 . In 1898, yG. Actual average for 

1899, ¢, #33: Jor a year ending with May, 

1 


1ohooe announcement. — EL COMERCIO 
a established in 1875 and is the oldest 
Bpanish newspaper and the oldest export 
journal published in the United States. It 
circulates throughout all Spanish America 
and ail other Spanish and Portuguese 
speaking countries of the world. 
JUNIOR MUNSEY ; montbly; literar 
one hundred and seventy six pages 7x10; su 
scription $1; established 18.5; Frank A. Mun- 
sey, editorand publisher. O ce, 111 Fifth ave. 
Circulation: : Actual awerage for 1899, 


* 

Publisher’s announcement.—The loss from 
the gross tothe net, by reason of wastein 
bindery, over issues, returns from news- 
dealers, ‘willbe about five percent, although 
dimeult to figure accurately 

EDGER; monthly; sitesary ; forty- 4 

to LE two pages 11x16; subscription 81; 

tablished 1844; Robert Bonner’s Sons, editors 

ona publishers. Office, 182 William street. 

Circulation : Rating varied from A in 1891 

to Bin 1895. In 1896, B. In 1897, Y. 1n1898,yC. 

In 1899, B. In 1900, Y. 

Publisher's fon. average cir- 
culation of the LEDGER MONTSLY from No- 
vember, 1899, to October, 1900, twelve num 
bers, was 144,000. Beginning with the No- 
vember issue, 1900, the LEDGER MONTHLY 
will be increased in price from 50 cents a 
year to $1 a year, and single copies from 5 
cents to 10 cents each. Anticipating the 
decrease which such an alteration in price 
must necessarily make temporarily, the 
publishers have reduced the rate from a 
flat rate of 75 cents a line to a flat rate of 50 
cents a line, and guarantee over 100,000 cir- 
culation each issue. Nocontracts made for 
more than the present year at this low 
rate ROBERT BONNER’s SONS. 

September 22, 1900. 

MERCANTI LEA DJUSTER: 
monthly; legal-commercial; two hundred 
and twenty. nm pages 7xi0; subscription 
$5; established 1886; Mercantile Adjuster 
Publishing Company, editors and publish- 
ers. Office, 150 Nassau street. 

Circulation: Actual average Sor 1895, 

2 AED ‘or 1886, 10,166; for 1897,10,708. 

- Act ual average for a year end. 

= Noith November, 1899, 11,91 

Publisher's announcement. —The MERCANTILE 

ADJUSTER circulates among wholesalers, 

manufacturers, bankers and lawyers. For 
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advertising purposes it ‘ as valuable as a 
daily, because it is a Hon cor of reference 
as well as of information continually con- 
ceed. Post Office Box 609, New York 


SLUNSEY’S MAGAZINE; monthly; 
literary; one hundred and sixty pages 
7x10; subscription $1; established 1886; rank 
A. Munsey, editor and publisher. Office, 111 
Fifth avenue. 

Circulation: e 1894, A. In 1895, A. In 
1896, A. In VY. is Y nes yA. Actual 
average for 1309, 625.4 
Publisher’s pont. loss from 
the gross to the net, by reason of waste in 
bindery, over issues, returns from news- 
dealers; in fact, all waste of every descrip- 
tion whatever, will be under four per cent. 
OWER; monthly; enginecring: sixty 
— ages 11x16; subscription 





established 
188 . M. Swetland, editor; paar Publish- 
ant Ray -ppublishers: dated also at Chicago, Ill. 
Office, Pulitzer building. 


Cc irculation : Rating varied from 21,524 in 


In 

ies 28,885; for a year ending with April, 

1900, 29,748. 

Publisher's announcement. — POWER has a 
larger circulation than any other paper de- 
voted to its subject in America. Actual 
average humber of copies sold during the 
first five months of 1900, $0,204 copies per 
month, and no “special” issues were pub- 
lished. PowErreaches none but those in- 
terested in the generation and transmission 
of power, and, having no “dead list,” every 
copy is of benefit to the advertiser. 
PURITAN; monthly; illustrated; one 

hundred and seventy-six pages 7x10; sub- 

scription $1; established 1897; Frank A. 

Munsey, editor and publisher. Office, 111 

Fifth avenue. 

Circulation: In 18%, yB. Actual average 

for 1899, 161,250. 

Publisher’s announcement.—The loss from 
the gross to the net, by reason of waste in 
bindery, over issues, returns from news- 
dealers, will be under nine per cent. 
SUCCESS; monthiy; literary ; thirty two 

to sixty-four 11x14; subscription $1; 

established .1 ‘Griese Sweet Marden, 
editor; MoGraw- Senden Company, publish: 
ers. Office, Washington square. 

Circulation: Actual average for 

FRO Sor 1899, 71,029; Tor 1900, 134.2 


Publisher’s announcement.—Forms close five 
weeks in advance of date of publication. 
Advertising rates $1 per line flat, subject 
to change onshort notice. Only best class 
of business aolicited or taken, and publish- 
ers reserve the right to decline any adver- 
tisement. An average of 75 columns of ad- 
vertising is being run, and, in so far as pos- 
sible, advertising w fll be placed next to 
reading matter. Regular magazine size of 
copy exactly fit advertising columns of 
SUCCcEss. 

SUPPLY WORLD; monthly; confec- 
tionery and baking; sixty-four pages joxié; 
subscription $1; established 1888; J. M. 
burn, —, Supply World Publishing Co. * 
publishers. Office, 157 Franklin street. 
Circulation: In 1894 and 1895, publisher as- 
serts, not less ea 2,500. Actua average for 
1896, 2.666. 897, ¥. Afuslaverage sor 

1898: 2. 500. in 135, yH. In 190, Y. 

Publisher’s announcement.—The SUPPLY 
Wor p is the recognized advocate of the 
confectioners and bakers of the United 
States. It enjoys the largest bona fide sub- 
scription list of any paper in the trade. 
Rates are low. 

TRAINED MOTHERHOOD; month- 
ly; maternity; seventy-six pages 7x10; sub- 
scription $1; established 1897; The Mother- 
hood Company, editors and publishers. Of- 
fice, 13-21 Park row. 

Circulation: In 1898, yG. Actual average 


Sor 189%, 15,00 


Publisher's announcement. —Any advertiser 








NEW YORK. 


will appreciate the inestimable value of a 
publication that reaches 15,000 mothers and 
that is read religiously by them. Rates 
reasonable. 


QUARTERLY. 


AMERICAN NEWSPAPER DI- 
RECTORY; quarterly, March, June, Sep- 
tember and December; newspaper statis- 
tics; fourteen hundred and twenty-four 
pages 514x844; subscription $20; established 
1869; Geo. P. Rowell & Co., publishers. Office, 
10 Spruce street. 
Circulation: Actual average for 1899, 
2,3'°25; fora year ending with 
September, 1900, 2,187. 

A S2-The absolute correctness 
oVAR of the latest circulation rating 
ifaaey accorded the American News- 
paper Directory is guaranteed 

by its publishers, who will 

pay one hundred dollars to the first person 

who successfully controverts its accuracy. 

Publishers’ announcement.— After thirty two 
years of honest labor and persistent appli 
cation the American Newspaper Directory 
has been brought to a high standard Slt 
perfection and beauty. By honesty of pur- 
pose, attention to detail and a constant 
disposition to expose fraudulent practice, 
the publishers have collected the most relt- 
able statistics pertaining to all per 
published in the United States and Canada. 

Whileits primary object is to furnish infor- 

mation about newspapers, which ts neces- 

sary to every advertiser, its gazetteer feat- 
ures are found of great value to those who 
need business facts concerning any part of 
the ——. Those who give it a test find 
that benefit follows its close acquaintance. 

Frequent use makes it indispensable. Tak- 

ing into consideration the enormousamount 

of work involved in compilation, cost o, 

printing, publishing, etc., and the incal- 

culable value to advertisers and business 

men generally, the = at which the Di- 

rectory is sold, $5, should secure it a place 

in every office. 
Borough of Brooklyn. 
DAILY, 

EAGLE; every evening except Sunday, 
and Sunday morning; tndependent-demo- 
cratic; daily sixteen to twenty-two, Sunday 
thirty-two to forty-four 18x24; subscription— 
daily and Sunday $8, Sunday $1.50; estab- 
lished 1841. Main office, Washington and 
Johnson streets, Brooklyn; New York office, 
952 Broadway. 

Circulation—Daily: In 1894, C, In 1895, 

R In 1896, eee onrte, 29,000. In 1897, 
’ In 1898; - In 1899, yC. In 1900, Y(OO). 

eT 3: In ag C, In 1895, publisher as- 

serta, 88,000; in 1896, 40,000. In 1897, B. In 

1 B. ‘In i399, yC, In 1900, ¥ ( 

Publisher's annowncoment. the AGLE is @ 

lendid exponent of every- 
ul _ that is clean and _ re- 

in modern journalism. 
 — & all the fifty- Sees 
years of its existence it 
maintained its high ern 
among journalsand preserv 

a dignity of expression and 

appearance that has never 

been equaled. It has pros- 
pered to the point of owning 

a model building which is 

one of the sights of Brook- 

lyn. 

OWEGO,c.h., Tioga Co. 7 5,254 pop., 
on Erie, Delaware, Lackawanna & Western 
and Lehigh Valley Rds. and Owego creek, 
at itsconfluence with Susquehannar., 37 m. 
~ of Elmira. Manufacturing and lumber. 


GAZETTE; Thursdays; democratic; 
eight pages 18x22; subscription $1.50; estab- 
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lished 1800; L. W. Kingman, otiner and pub- 








Giccuincions Actual average for Be 
2,472; for 1896, 455; It e451 
jor 1898, 2,436; ee 1899, 2,43 
Publisher's annowncement. Psd Gazerre is 
the oldest — newspaper in Southern 
New York, and the only democratic paper 
published in Tioga County, where seven 
other weekly newspapers are printed, an: 
is conse — the most valuable advertis 
ing mediu Geo. P. Rowell & Co. accor:! 
ita larger circulation than any other paper 
receives credit for. 


PORT JERVIS, Orange Co. 0 9,3271 
pop., on Erie and Port Jervis, Monticello & 
New York Rds. and Delaware r., 88m. N. W. 
of New York City. Manufacturing. Rail- 
road machine shops. 

NEW YORK FARMER; Thursdays 
ge — pees art ——- ro 
blished 1881; T. Doty an 
‘owler, ——— The Te States Publishing 
rCo., publishers 
Cireulation 3 Bae wasted from Din 1891 
and 1892 to F F. In 1897, Y. 
In 1898. ¥G. Tn 1899 rH. oF F900, Y. 

Publisher's announcement.—THE ‘New York 
Farmer ts the organ of the milk producers 
supplying the Greater New York market— 
of the Five States Milk Producers Associa- 
tion, 10,009 strong. It >} EH largely 
among the dairymen of New York, New 
Jersey, Pennsylvania and Connecticut. 
ITs CIRCULATION WAS NEVER LARGER, its con- 
stituency never more loyal, and they have 
money tospend. 


SCHENECTADY, ¢. h., Schenectady 
Co. OG 31,682+ pop., on New York Central & 
Hudson River and Delaware & Hudson 
Rds., Mohawk r. and Erie canal, 16 m. N. W. 
of Albany, the State capital. Machinery, 
engines, boiler, electrical machinery, loco- 
motive, threshing machine and broom 
works. Woolen and flour mills and vari- 
ous other manufactures. Union College. 


GAZETTE KEG F morning except Sun- 
day, and WE Fridays; comooreac’ 
daily sixt totwelve.week ly six pages! 71gx22 
su bscri pti ally $8, weekl $1; estab. = 
is) da‘ Ly 1894, weekly 1869; W. B. Osborne, 
ed tor; Daily Gazette Company, publishers. 
Circulation—Dail In 189%, I. In_ 1896. 
H. Actual average br first nine months of 

1897, 3,512. In 1898, yH. Actual averages for 

1899, 4,62 73 for < J oad ending with Sep- 

tember, 1900, 6716 

Weekly: “ix.” 

Publisher’ 3 announcement.—The present cir- 
culation of the GAZETTE averages over 7,000 
— daily, and that circulation is guar- 

nteed on all contracts. The GazEeTTr’s 
circulation is further guaranteed to be over 
double the circulation of any other 8Sche- 
nectady neweneoe. daily, weekly or semi 
weekly. The Gazette's circulation books 
are always Open to the inspection of —— 
tisers, and its advertising rates, based o 
actual circulation, are guaranteed to be 
lower than those of any other Schenectady 
newspaper, viz., one-seventh of a — a 
line per thousand of circulation, run of a 
per on yearly contracts, net. No advertise- 
ments containing unclean reading matter 
allowed to appear in its columns. 
Tue Daly GazettE, A. N. Liecty, Mgr. 
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SYRACUSE, ¢. h., Onondaga Co. 0 
108,374¢ pop., on New York Central & Hudson 
River, Delaware, Lackawanna & Western, 
Rome, Watertown & Ogdensburg and West 
Shore Rds., and on Onondaga lake and Erie 
canal, at intersection with Oswego canal. 





Central point for a large share of the salt 
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production of the continent. Foundries, lina, >mong secular papers is probably the 
machine shops, rolling mills and extensive Charlotte NEws and Times-DEMOCRAT. 


« Each has a larger circulation in its terrt- 
manufactories of various kinds. Syracuse tory than any other paper; and their terrt- 





University. | tory embraces the most prosperous section 

DAILY. | ph ——~ p Fp A ea nn 

ailles and semi weeklies in this State in 

aayean OR EML-WEEK LY. Wednesdays, circulation. W. C. Down, Publisher, Char- 
a Saturdays; repuolican; twelve pages otte, N.C. 


17x22; subscription — daily $5, semi-weekly OBSERVER; every morning except 
$1; established— dally 1844, semi- -<! 1889; | Monday, and SEMI- WEEKLY , Tuesdays 
yracuse Journal Printing and Publishing | and Fridays; democratic; eight pages 20x26; 
Company, publishers subscription—daily 88, semi weekly $1; estab 
Circulation — Daily: Accorded G from | lished—daily 1886, semi-weekly i891; 

1891 to 1895. In 1896, G@. In 1897, Y. In 1898, 2H. — editor; Caldwell & Tompkins, pub- 
In 1899,zH. In 1900, June, publisher asserts, | lishe 








during the past year has not gone below | Circulation Daily : In 1897, “gsxr. In 
11,000. 1898, z n 1899, zI, In 1960. ¥. 
semi-Weekly: “gkL.”" In 1898, Z. In 1899, Z. | Sanday; yy sx." In 1898, 21. In 1899, zI. 
In 1900, Z In 1900, 


I -ublisher’: . Sonne “aptened -- Syracuse Semi-Weekly : “uxL-” In 189, Z 
JOURNAL has recently removed to its new | Publisher's announcement.—Is the leading 
ee Gea aon Geek ape | new spaper pabliahed between Washington, 
Fequirementa of es vapigiy tnoreasing| Crue aulanty Om, It publiahed in 
a a nae ne, rent | oniy wal the paper sold on traine running 

am 7p = ® stacel oft irs by its own| OUtof Charlotte, and it has a sale all the 
to oe sof its subscribers by its o way from Charlotte to Washington; Char- 
route boys. | ltée to Richmond; Chariotte So Atlanta; 

F 86.8834; Charlotte to Goldsboro, N. C.; Charlotte to 

UTICA, ¢. h., Oneida Co. O 56,8831 | Wilmington, N. C.; Charlotte to Ports- 
pop., on Mohawk r. and Erie canal, 9% m.| mouth, ¥a.; Charlotte to Asheville, N. C., 

N. W. of Albany, the State capital. Various| and Charlotte to Augusta,Ga. The full As- 

ehiieiieteein Dade sociated Press dispatchesare printed daily, 

manufactures and who . and a special correspondentis employed at 
ing district for butter, cheese and hops. Washington, the national capital, and at 
DAILY. Raleigh, the State capital; besides, a large 

corps of correspondents are distributed 

PRESS SEER morning except Sunday, throughout the State in the leading towns 

and SEM K LY, Tuesdays and Fri-| and cities. The OpseRVER is considered 

days; we yy eight pages 17x22; sub-| awayahead of any other paper in the State. 





scription fly $6, semi-weekly $1; estab In connection with the daily a semi week- 
lished—daily 1882, semi-weekly 1984; Utica| ly paper is published on Tuesdays and Fri- 
Press Company, editors and pu lishers. days, containing all the very choicest news 
ae rg a : Actual average for| that is printed in the daily, at only $1 per 
1895, 7.631 1y for 189%, 7,916; for 1897,| year. This paper is the most popular news- 
8, ; for 1898, 10, 013. In 1899, yF. In| paper in Mecklenburg County, and it is 
1900, zF. well circulated among the farmers and 
semi Weekly: Actual average for 18%,| country people. 
110; or ow 6.1 10; for =, 9503: 
$.1 1998, 0. In 1899, yG. In 1900,zG, 


Publisher’: ‘+ eh nt.—The Utica DalLy NORTH DAKOTA. 


Press aims at quality as well as quantity in 
circulation. h.. ower | py XA saene GRAND FORKS, ¢. b., Grand 
completely than any daily,and a featureo : 
its cireulation is that about 90 per cent ts is| Forks Co. cf 9,000 pop., on Great Northern 
delivered directly into the homes. It is z . 

clean, up-to-date paper and pays AP edi Fag and Northern Pacific Rds. — at head of 
ers. The SEMI-WEEKLY Press is the official | navigation on Red Riverofthe North. Flour 
organ of the Grange of the State of New | 

York, and circulates in a prosperous terri-| #%4 woolen mills. Railroad shops. Agri- 
tory. culture and lumber manufacturing. 


HERALD: every morning except Mon- 

NORTH CAROLINA. day. and WEEK LY, Fridays; republican; 

> we ceedien ight, pore iF ssubscription= daily 
HA Cc. . ‘ecklenbur, wen y $1; established— dally 1, weekly 
= or gee nai th ate 29, enburg 1879; George B. Winship, editor and publisher. 
e. + OF POD. —s0ees Soeaee | Circulation—Daily: In 1896, “seu. In 
Southern and Seaboard Air Line Rds. | 1897, IZ. Actual average for 1898, 2, 252. 
Branch U. S. mint. Machinery, cotton | fora ween dane with tie a eo FeO 3 5 fe or 
ear endin hath September, 6 
goods, farm implements, cotton-seed oll, | Sunday: In 1896, “xu. In ‘1897, I Z. ?. 
fertilizers, cotton gins, fron castings and as I, in ye = In1 10 an, 1z. 
s In 1896, “ger.” In_18$ . In 
other manufactures. : me Pet. in 1899. yI. In 1900, Y. 

DAILY. pron tl 's announcement.—The HERALD has 
NEWS; every evening except Suuday,|° an exclusive fleld in North Dakota. The 
and TIM Es. DEMOCRAT, semi-weekly,| State cannot be covered without using it. 
Mondays and Thursdays; democratic; eight It is the only morning daily in Se north 
pages—daily 13x20, semi ‘weekly 15x22; sub-| ‘half of the State. The on daily in the 
ei se ally $4. fe gh ag A $1; estab State taking Associated Press Report. 
lished—daily 1878, weekly 1853; W. C. Dowd,| Has 25 per cent more circulation than any 
editor and publisher. other dally | in the State. Its 
Circulation—Daily: In 189%,1I, Actval| classified column brings immediate re- 
average 4 bs 1, 780; or 1897, 2,078;| turns. Circulation books open to any one 
for 1898, ¢ 3 for 189, 2,571. interested. Nothing but clean, legitimate 
hemi. Wek ys Actual average for 1995.| advertising accepted. Write for sample 
1,383; w 4 ore ie or 1897, 2,902;| copies of daily and weekly. Actual aver- 








for 1898, 3.466; for 1899, 5,555. age daily during September and October, 
Publisher's Announcement.—The best adver 4,050; weekly during September and Octo- 
tising proposition in Piedmont, North Caro | 


ber, 1, 825; and both steadily growing. 
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ASHTABULA, 4shtabula Co.(78,338t 
pop.—local estimate 14,000-—on Lake Shore 
& Michigan Southern, Pennsylvania Co’s 
and New York, Chicago & St. Louis Rds. 
and Lake Erie, 55 m. N. E. of Cleveland. 
Manufacturing. Coal and iron-ore ship- 
ping port. Agriculture and dairying. 
BEACON- RECORD) ag evening 

except Sunday,and TELEGRAPH, Wed 

nesdays; republican; = pages 18x24; sub- 
seription— dally $3, weekly $1.25; established 
aily 1888, weekly 1850; Ashtabula Printing 

Co., editors and publishers. 

Circulation | pails: In 1895, I. Actual 

234; for 1897, 1,3713 

had 1898, 93 7 or a year ending with 

92. In 190, H. 
ee miter, 7 ie I. In 189%, ublisher 
asserts, not less than 1,825. Actua average 

Sor 1897, 1.691 3 for 1898, 1.7573 for a year 

ending with September, 1399, 2,044; for a 

bt ending with September, i900, 2,553. 

blisher'’s announcement.—The Ashtabula 
Beacon KEcorpD, a consolidation of the Ash- 
tabula Bracon and the Ashtabula Recorp, 
effected August 1, 1900, is the only daily 
published at Ashtabula,and has the most 
modern and best equipped newspaper plant 
in Ohio outside of the first-class cities. 
Branch officesat Ashtabula harbor, Geneva 
and Jefferson make the BEACON-RECORD a 
general county newspaper, with acircula- 
tion three times as large as that of any 
other paper publishedin Ashtabula County. 
Asan advertising medium it fs withouta 
competitor. The Ashtabula TELEGRAPH, 
weekly, over half a century old, is the 
largest and best all-home printed ‘weekly 
in Ohio. Its circulation 1s confined almost 
exclusively to the farmers of Ashtabula 
County, and to reach them itis unexcelled. 


CLEVELAND, «. h., Cuyahoga Co.cy 
381,768+ pop., on south shore of Lake Erie, 
at mouth of Cuyahogar. Commerce, man- 
ufactures, shipbuilding and general trade. 

WEEELY. 


FINANCE; Saturdays; financial, com- 
mercial, real estate and insurance; twenty- 
four pages 9\4x12; subscription $5; estab- 
lished 1900; Geo. P. Edwards, editor; Finance 
Publishing Co., publishers. Office, Electric 

u 
Publisher's announcement.—FINaNcE is the 

only flnancialand business paper published 

inthe Middle West. In addition to con- 
taining the matter usually found ina finan- 
cial publication it has ably conducted 
departments devoted to real estate, insur- 
ance and corporations. Its advertising has 
increased at the rate of nearly a page an 

issue. Circulation 3,600. 

OHIO FARMER; Thursdays; agricult 
ural; twenty pages 11x16; subscription $1; 
established 1848; The Lawrence Publishing 
Co., editors and publishers. Office, 271 to 288 

St. Clair street. 
Coreulations Rotieg varied from 70,826 in 
-- n 1895. 96,C. In 1897, Y. In 
$98, «De y Bt Sor 1399, 92,243. 
Publicner’ 3 announcement.—We make the 
bold claim that the Ou1o FARMER Is giving 
legitimate advertisers more actual value 
in proportion to cost than any other agri- 
cultural, live stock, horticultural or dairy 
journal of America. The class of advertis 

ers who have means of knowing whether a 

medium pays them or not are the ones who 

most liberally and constantly use the Ou!I0 


FARMER. 

SZABADSAG; Thursdays: Hungarian; 
independent; twelve pages 16x22; subscrip- 
tion $2.50; established 1891; E. T. Kohanyl, edt- 
torand publisher: published simultaneously 
in New La and Cleveland. Office, 180 St. 
Clair stre 
Circulation: In 1895, “axu-” In 1896, I. In 








OHIO. 


1897. Y. In 1898, “sK1." Actual average for 
a year ending with April, ne 5, 93 53 sor a 
year ending with April, 1900, 9.430 
Publisher's announcement.— SZABADSAG. Es- 
tablished 1891. The largest and the oldest 

Hungarian newspaper in America. Circu- 

lation 9,430. Editor and publisher, E. T. 

Kohanyi. Head office, Cleveland, Ohio, 180 

8t. Ciair St. New York office, 527 East 6th 

8t. Official organ for two Hungarian- 

American Confederations and about 150 

societies. Reaches every Hungarian in 

this country; also has a large circulation 
in Hungary. Advertising terms sent on 
application. 

L. A. W. MAGAZING AND GOOD 
RO: ADS; monthly; League of American 
Wheelmen; forty four pages 7x10; subserip- 
tion 61; established 1900; Charles Ww. Mears, 
editor; Emil Grossman & Bro., publishers. 
Office, Seneca and St. Clair streets. 
Publisher’s announcement.—If you make 

guns, pistols, cartridges, hunting clothes, 

canoes, football goods, gymnasium appa- 
ratus, or anything for outdoor or indoor 
sport or exercise, tell your story in an in- 
teresting manner to the members of the 

League of American Wheelmen, through 

its official organ, the L. A. W. MAGAzINE. 

It reaches thousands of well-todo men, 

who enjoy life and buy anything that will 

help them enjoy it more comfortably. 


COLUMBUS. ¢. h., Franklin Co. 0 
State Capital, 125,560+ pop., on Scioto r. 
and Ohio canal. A manufacturing city, 
with natural gas. Extensive grain, tron, 
coal, wool and stock trade. Seat of the 
Ohio State University and Capital Unt- 
versity. 

MONTHLY. 

AMERICAN INSURANCE JOUR- 
NAL; monthly; fraternal insurance; four 
mages 16x22; subscription 50 cents; estab- 
ished 1895; The American Publishing Co., 
editors and publishers. 

Circulation: Actual average for 189%, 

2 « Actualaverage for 1838, 
433. 





$ 7s 

Publishers’ announcement.— AMERICAN INBUR- 
ANCE JOURNAL goes to assessment insurance 
policy-holders of both sexes and circulates 
to subscribers only. All actvertising is vised 
and guaranteed. Particularly valuable to 
mall order and general advertisers. 


DAYTON, ¢.h., Montgomery Co. 0 
85,333+ pop., on Great Miami r. and Miami 
canal, 60 m. N. E. of Cincinnati and 67 8. 
E. of Columbus, the State capital. Manu- 
facturing and commercial center. 

DAILY. 

JOU BNA every morning except Sun- 
day, and WEEKLY, Tuesdays; republi- 
can; eight pages 18x22; subscription—dally 
$7.50, weekly $1; established 1808; W. D. Bick 
why Sons editors; M. E.S. Bickham, pub- 

sner. 

Circulation—Daily: Accorded H from 

1891 to 1895. In 1896, Hl. In 1897, Y. In 1898, yI. 

In 1899,z1T. In 1900, zI. 

Weekly: “1x1.” In 1899, %. 

Buliunadsannouncemnn tae sworncircu- 
lation of the Dal_Ly JourNaL—that is, the 
number paid for and read—is 6,028. 

HAMILTON, ¢c.h., Butler Co. D 
17,5654 pop., on Cincinnati, Hamilton & 
Dayton and Bellaire, Zanesville & Cincin- 
nati Rds. and Miami r., ™ m. N. of Cincin- 
nati. Paper, flour and woolen mills, fron 
foundry, factories and farm implements. 
REPUBLICAN- Se reince evening 

except Sunday, and TELEGRAPH, 

Thursdays; republican; daily four, weekly 
aes pages 17x24; subscription — daily $3, 

weekly $1; established—Républican, i892; 








CE 





















OHIO, 


owe, 1879, Telegraph, 1814; Walter L. ‘Tobey, 
editor; Republican Publishing Co. ,publishers. 


c ‘irculation— D Daily: In 1896, H. In 1897, 
.« In 189,vH. 1n 1899, zH. In1900,zH. 
Weekly: ‘Tn 1896, H. In 1897, ¥. In 1898, 

vH. In 1899,zHi. In 1%0, Y. 


Publisher’ s announcement —The DatLy RE- 
PUBLICAN NEWs fis issued every evening ex 
cept Sunday, and carries full Associated 
Press reports. It guarantees advertisers 


twice the circulation of any other daily 
paper in Butler County. Proofs for the 
asking. 


The Hamitton_ TeLeGcraPn is the oldest 
weekly paper in Southern Ohio, and enjoys 
the largest constituency of any local 
weekly paper in the State. 


OBERLIN, Lorain Co. * 4,376 pop., 
on Lake Shore & Michigan Southern Rd., 
82 m. 8. W. of Cleveland. Seat of Oberlin 
College. 


PLANTATION MISSIONARY; 
bi-monthly ;  undenominational; twelve 
e8 ty subscription 25 cents; established 
feso; v. C. N. Pond, editor and publisher. 


Cire Lak ahs Actual overage Sor 1895, 
2,333; for 1e08, 2 PSS. } n1897,¥. Actual 
average for 1898, 2,533 for 1899, 2,510. 


Publisher’ Counbansainel. —PLARTATIOXN M18 
BSIONARY, eleventh year. Average in 1899, by 
actual count, 2,510. National. Liberal and 
up-to-date readers, mainly in the North 
and East, who know a good thing and are 
likely to’ buy. Wins by strict truth and 
most improved methods. 


SANDUSKY, . h., Zrie Co. 5 18,471 
pop., on Cleveland, Cincinnati, Chicago & 
8t. Louis, Lake Erie & Western, Baltimore & 
Ohio, Lake Shore & Michigan Southern 
and Columbus, Sandusky & Hocking Rds. 
and Sandusky bay, near its entrance into 
Lake Erie, 56m. W. of Cleveland. Manu- 
factures = lake commerce. 
REGISTER; every morning, TRI- 

WEEK LY peeeer 8, Thursdays and Sat- 

urdays, and WE EEKLY, Wednesdays; re- 

publican; daily, tri-weekly and Sunday eight, 

weekly twelve pages 18x22; a 

daily $5.20, tri-weekly $3.50, weekly $1, Sun- 

day $1.50; eablishod’ dail yl weekly 

1822; . Mack & Bro., editors and publishers. 

Circulation—Daily ; : Accorded I from 1891 

to 189. In 1896, I, In 1997, ¥. In 1898, pub 

lisher asserts, no issue less than 2,000. In 

1899, ¥IT. In 1900, 


Sunday: Accorded I from 1891 to 1895. In 
1896. I. In 1897, Y. In 1898, 1. In 1899,yI. 

In 1900, Y. 

Tri-W eek iy: 

Weekly: es Varied from H in 1891 to 

Tin: 1895. In 1896, I, In 1897, ¥. In 1898, pub- 

lisher asserts. ne issue less than 2,250. In 


1899, yI. In1 ° 

Publisher's Ane LO REGISTER’S 
circulation exceeds the combined circula 
tions of all other newspapers published in 
Erie County. Inspection of the papers will 
tellwhy. Write forsample copies. 


TOLEDO, ¢. h., Lucas Co. +p 131,829 
pop., on Miami & Erie canal and Maumee 
r.,4m. from Lake Erie. Extensive manu- 
factures, large grain trade and lake com- 
merce. 

DAILY. 

TIMES; every morning; republican; 
daily elght to twelve, Sunday sixteen to 
twenty-four pages 18x24; subscription—daily 

5, Sunday #2; established 1816; The Toledo 

Imes Company, editors and publishers. 
Circulation—Daily: Rating varied from 
G in 1891 to H in 1895. In 1894. Ff. Actual av- 
erage for 1897, 8.454. In 189, yF, In 
1899, y 90, ¥ 
Santade Rating varied from G in 1891 to H | 
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in 1895. In 1896, H. In 1897, F. 1n 1898, yF. 


In 1899, YG. In 1X , ¥. 

Publisher's nee hE — The Toledo 
TimEs succeeds The Commercial, the sak 
morning newspaper in a city of over 150, 
Improvements mechanical and otherwise 
make The Times first-classin all respects. 
More than 2,000 new subscriptions added the 
first week showsthat The Times is what 
Toledo people have been waiting for. Ad- 
vertisers at home are pleased and acknowl 
edge that The Toledo Timgs is a sure win 
ner. Rates are fair. W. E. Scott, New York 
representative, 150 Nassau St. 


MONTHLY. 





eighty pages 7x10; subscri son Oe ental 
1380, oh P. Wagar, i. ; 
aaa and Surgical Reporter “Co, ‘publish- 


c ‘ireulation Accorded H from 1891 to 1895. 

In 1896,G. Actual re Sor a year end- 

tng with March, 1898, 6. for = yer end 

ing with October, ee Posh" 900, Y. 

Publisher's ponte a y at 5 TOLEDO 
MEDICAL AND SURGICAL REPORTER, Official 
journal of Toldo Medical Association (old- 
est medical association in Ohio, established 
1851), prints all original articles and discus- 
sions held before that association. 


WARREN, ¢.b., Trumbull Co.c 9,7% 
pop., on Erie, Pennsylvania Co's and Pitts- 
burg & Western Rds. and Mahoning r., 52 m. 
E. of Cleveland. Coal, iron, agriculture and 
dairying. 


CHRONICLE; every evening except 
Sunday, and WEST ERN RESE RVE 
CHRON 1CLE, Wednesdays ; ees 3 


daily four pages 22x28, weekly e ee 
18x24; subscri tion—daily § q eekly mR 
tablished—dat yl weekly 1812; Phiten 


Ritezel & Company, ‘editors and publishers. 

Circulation—Duily : In 1895, publisher as- 

serts, not cess than 1,320. In 1896, J. In 1897, 
Z. 101898, y¥. In'1899,z¥. In i900, zI. 

Weekly - 7. 1895, publisher asserts, not less 

than 1,596. In 1896, I. In 1897, Y. In 1898, 

yI. In1899,z2F, In 1900,z], 

Publisher's announcement.—-The CHRONICLE 
has a larger paid up st of subseribers than 
any other newspaper published in Trum- 
bull County, and we challenge a successful 
contradiction of this statement. That 
means a patronage of the substantial, pur 
chasing elements of the communities. The 
CHRONICLE, being the oldest newspaper in 
Northern Ohio, has an established reputa- 
tion, and enjoys the confidence and esteem 
of the well-todo classes. Sworn state- 
ment of circulation cheerfully given. 


YOUNGSTOWN, ¢. h., Mahoning 
Co. 7 44,885+ pop., on Erie, PennsylvaniaCo’s 
Lake Shore & Michigan Southern, Pittsburg 
& Lake Erie and Pittsburg & Western Rds 
and Mahoning r., 65 m. 8S. E. of Cleveland 
and 68 N. W. of Pittsburg, Pa. Large iron 
and rolling mills, blast furnaces, foundries 
and machine shops. Center of block coal 
basin. Coal mining and agricultura! re 
gion. 

VINDICATOR; every evenin 
Sunday, Sunday morning, and WE 
Thursdays; democratic; daily eight, Sunday 
sixteen to twenty-four, weekiy sixteen ages 
18x24; subscription—dally $5, weekly $1; es- 
tablished—daily 1889, weekly 1869; Vindicator 
Printing Comeany, editors and publishers. 
Circulation —Daily: In 1895, publisher as 
serts, not less than 8,550. In 1896, F. In 1897, 
Y. In 189. yG. In 1899, 245, In 1900, Y, 
sunday: In 1897, G. In 189, yG. In 1899, 2H. 


Ww wee BE : In 1895, publisher asserts, not less 


except 
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then 6500. In 1896, G. In _ 1897, ¥. In 1898,| reach thisregion—the most prosperous and 
yH. In 189,zH. In 1900, Y. progressive part of the world, where crops 
Publisher's announcement. —Leading paper | never fail—can afford to pass it by. Adver- 
between Pittsburg and Cleveland. Occu tising rates unusually low. Circulation 
pies one of the finest newspaper plants in| guaranteed. 
Ohio. A strong and influential local paper. |; ———--——-—----— 7 ——— 
—— | PENNSYLVA ANIA. 
OKLAHOMA, 7 


ALLENTOWN, c. h., Lehigh Co . 

GUTHRIE, c.h., Logan Co.0-'Terri=|  34,416+ pop., on Central of New Poem 
torial Capital, 12,151 pop.,on Atchison,| Lehigh Valley, Perkiomen and Philadel- 
Topeka & Santa Fe Rd. Lumber yards,, phia & Reading Rds. and Lehigh r. and 
steam mills, cotton gins and factories. canal, 90 m. W. N. W. of Harrisburg, the 
LEADER; every evening except Sun- State capital, and 60 N. of Philadelphia. 

pe @ = od fA | gene 8; [ae | Iron, silk, hardware, furniture, shoe, 

3 eig weekly sixteen pages 
15x22; subscription—dally $6, weekly 50cents; | oSlery and other manufactures. Wire and 
established—d daily 1892, weekly 1893; L. thread mills. Seat of Muhlenberg College. 
Niblack, editor; Leader Printing Company, LEADER; every evening exce Ml Sun- 

ublishers. |day; independent; four pages 20x sub- 
Jirculation—Daily: In 189, I, In1896, I, | scription $3; established 1893; William F. 

Actual average for the first six months of Roth, editor; Leader Publishing Co., pub- 

1897, 2,952; for 189, 3,570; for 1399, | lishers. 

Ss. . Circulation: » — publisher asserts, not 
Weekly: In 1895, G._ In 1897, ¥, Actual | less than 8,860. In 1896, H. In 1897,H Z. In 
average for 1898, 4,543; for 1899, 5,344. 898, yH. ‘In 1899, y]. | In 1900, Y. 

Publisher’s announcement.—Its ‘cire ulation | Publisher" s announcement. — La gest guar- 
covers Oklahoma Territory—daily reaches anteed circulation in the Lehigh Valley. 
every city and town in the Territory; | Paid average circulation, 4,076. Spoils, 
weekly reaches every postoffice and 7 unsold and returned papers, exchanges, 














found in the homesof thefarmersthrough-| advertisers’ papers and papers used by 
OKLAHOMA STATE CAPITAL: | enloyees excluded. 
every morning except Monday,and W EEK. ERIE, ©. h., Erie Co.) 52,733t pop., 
uy —e I i aD. ge center of five railroads, on Lake Erie, 90 m. 
€ = we $ ubseription— = - 
daily $3, weekly 50 cents; established 1889;| 8. W. of Buffalo, N. ¥. Lake commerce, 


Frank H. Greer, editor; State Capital Printing | lumber trade and manufacturing. Several 


Oo., publishers. | natural-gas wells. 

Circulation— Daily: Actual average | 6 DAILY 

895, 6,958; for 18%, 7,083; Ser 187 ‘ : 

7,155. In 1898, yG@. gotvel average for | TIMES; every evening except Sunday; 
1899, including Sunday, 7,6 republican; eight pages 18x24; subscription 
Sunday: In 1895, G._ In1 oe i. In 1897, G. | $3; established 1888; F. 8. Phelps, editor; 
In 1898, YG. In 1899, F. In 1900, Y. Times Publishing Company, publishers. 


w eekly: ‘Actual averagefor 1305, 11.076; | Circulation : In 1895, publisher asserts, not 
o 1896, 12,304; for 1897, 12,439. In | less than 3,250. Actual average for 1896, 
8, F. Actual average for i899, 13,873. | 4,135. In’ 1897, Y. In 1898, yH. Actual 
Publishers announcement.—Set on three du | average Sor 1899, 5,399; “ora year ending 
ex linotype machines, which it owns, | with October, 1900, 6,26 
= on the latest improved perfecting | Publisher s announcement.—The Times Pub- 
ress, with capacity of 20,000 per hour.| lishing Company makes affidavit to the 
Bni ‘Associated Press paper inOklahoma.| above figures. The Times is the only news- 
Pal morning franchise. Reaches every| paper published in Erie that guarantees 
st-office in Oklahomaand mostof those| circulation. Any advertiser who places a 
n Indian Territory. Guthrieis thecapital| contract with the Times does so knowing 
an Oklahoma; last census 15,121, and grow- he will receive detailed statements month- 
-- § 2,000 a year. Census of nome, | ly made under oath. 
422,219. Can reach all this productive and 
growing region only Ramed the great pa. | MEADVILLE, ¢. h., Crawford Co. 
pers, the Daily and Weekly SraTe CaPITaL.| 9,520+ pop., on Erle & Pittsburg and Lake 


Erie Rds., 44 m.S. of Erie. Seat of Alle- 
gheny College. Distilleries, flour mills, 


_OREGON. 
machine shops, fron foundries, tanneries 
PORTLAND, c. >. bh. = “Multnomah Co. enhéaiemians, 


90,426+, official pop., on Northern Pacific, TRIB u) NE- REPUBLICAN; every 
Southern Pacific Co’s and Oregon Railway | morning, EVENING REPS ten: 


. ‘o* vo ev AL A except Sane, and 
Navigation Co's Rds. and at head of ship | ("Va ep UBL IOAN, Wednesdayn:repub- 


navigation on Willametter. Largest com- | |jcan; me four, a twelve pages 18x24; 
mercial city in Oregon. Center of trade for | subscription—morning $5, evening $3. weekly 
Oregon, Washington, British Columbia and | $1.50; established — sngertees. daily 1865, 
North Idaho. Ocean steamers run regu- weekly 1850, Tribune 1884: Walter Irving 

orthern idaho. &"- | Bates, editor; Tribune Publishing Company, 
larly between San Francisco, Olympia and | publishers. 














Alaska. iC irculation—Morning: “sku” In 1899, Z. 
MONTHLY. | Sy jeniae: nS In no pF in iene 
Y ating varie rom n ao 
PACIFIC MONTHLY; literary; sixty. | lin 190% In 196, H.. In 1897, ¥. In 1898, yl. 


eight pages 7x10; subscription $1; estab In 1299.23, In 1900" ¥ 
shed | 189% WW. 1B. W sade saga Pacifte Publisher's announcement.—Under new man- 
Monthly Publishing Company, publishers. agement and with increased aubscription 
oeforise, S283. a ee a) ae advertising value of this paper is 
72 y av 
Publisher's announcement.—The Paciric| treater than ever before. 
MONTHLY hasthe largest circulation of any | PHILADELPHIA, c. h., Philadel- 
periodical in the Pacific Northwest, and is hia Co. O. 1,293,697 t f eight 
recognized as having a practical monopoly phia Co. © 1,293,697+ pop., center of elg 
of the field. Noadvertiser who wishes to| railroads,on the Delaware and Schuylkill 
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ufactures constitute its largest business in- 
terests. Its commerce is large, especially 
the domestic coast trade. Has abundant 
water front and is a port of entry for for- 
eign and domestic ships. 

DAILY. 
AT. every mornin; 

NEUE ELT, wee 8, 
INIGTE FTAA TEN ZEIT- 
eee: ; German; dally eight, 
and Sunday sixteen pages 17x22; 
subscription—-Seny Ath ey —_ week! 
$1.50; established— day 1 
weekly 1845; Piiladelohian t Bemocrat Pub- 
lishing Co., editors and publishers 


DEMOK 
gander, DIE 


Circulation— Daily: In 185, ublisher 
asserts, not toes than oo . C. In 
1897, © Z. In 1898, 2C. Tn 1899, 2C. In 1900, Y. 


Sandu : In 196, ublisher asserts, not . 


than 34,000. In . C. In 189%, C Z In 
1898, yC. in 1899, UC. In 1900, Y. 

Weekly: Rating varied from F in 1891 to G 
in 1895. In 1996, G. In 1897, ¥Y. In 189, yH. 
In 1899. yf. In 1900, Y. 


Publisher’s announcement.—The Philadel- 
as DEMOKRAT was established in 1838 and 
s the oldest, bestand largest German news- 
paper published in Pennsylvania. Its daily 
circulation is over 48,000 and steadily in- 
creasing. It prints, delivers and sells more 
copies than all other morning and after- 
noon German peoe of Philadelphia com- 
bined, any other statements to the con- 
trary ‘notwithstanding. 

D; every morning; independent- 
democratic; fourteen to yg, Batura pages 
19x26 ; subscription—daily turday 50 
cents, Senter | $1; establishe : Theodore 

ge. editor; The Record Publishing Co., 
be fishers. Ofte, 917 Chestnut street. 
Circulation — Daily: Actual average for 
B07 3 for 1896, } 0.4025 for 
y Sor 1898, 4.7613: for 
bt bee ‘or a scarentind with June, 
1900 sos 
Sunday: Goivalaverage (or 1895, at y wah UY 
or. 1896 4 4; for i i397,125,8 Ay for 
0.643 23 Jo 46.159 1 fora 
a wit ah “iy 149, 
year ene announcement. Galadion of 
the REcORD for the first nine months of 
1900 averaged 192,838 daily and 158,346 Sun- 
day. This is the largest Circulation of any 
paper in Pennsylvania, New Jersey, Dela- 
ware and Maryland, which is the Recorp’s 
immediate field. The rate for general ad- 
vertising is 25c. a line dally and 20c. a line 
Sunday. All classifications set in agate 15c. 
a line ally or Sunday. It was on a basis of 
its extensive circulation and the excep- 
tionally reasonable advertising rate that 
the Sugar Bowl was awarded by Printers’ 
Ink on April 11, 1900, to the Philadelphia 
RECORD, as being the paper east of Chicago 
which gave the very best service to adver- 
tisers. The SuNDAY REcORD, which has in- 
creased in circulation in the last five years 
from 122.000to nearly 160,000, ppanews — — 
advertising propositions in the 
Reference to any advertisin, dinectory w li 
show that the 





rs. The metropolis of Pennsylvania. Man-| 


except 





ECORD has the largest cir- | | toa 
culation in Philadelphia, which fs also the | §. Richard, editor; O. F 
largest morning circulation of any dally | Tribune Publishing Company, 





where from Maine to California, from 
Canada to the Gulf. Acknowledged to be 
the brightest, newsiest and most popular 
sporting paper published. It is the onl 
sporting paper in America which owns all 
of its machinery and has its mechanical 
work doneunderitsownroof. Itis printed 
on a Scott Perfecting Press, which prints, 
folds, cuts and pastes 10, ,000 complete copies 
per hour. If forty thousand possible ous- 
tomers—men who have money to spend, 
one spend it royally—are worth consider- 
ing. SPORTING LIFE deserves a careful con- 
ideration on your part. Advertising rates, 
15 ae per agate line. No time orspace 


c CLOPEDIA OF FRACEICAL 
MEDICINE AND UNI RSAL 
MEDICAL A TOURNAL: monthly: 
fusty pages 7x10; subscription $5, established 
1898: Chas. E. de Sajous, edito or; 


Davis Company, SH. 7 Office, Pt 
Cherry street. 

Circulation: Actual cures (25. ear 
ending with Catone, 1899, Se _ a 


vear ending with October, 00 13.7 
Publisher's announoement.—No sam Avy cop- 
ies; absolute proof furnished rigid! investi- 
gation invited; reaches 1,287 counties; 
twenty traveling solicitors. Circulation 

average in city and country alike, 


SCRANTON, ¢. h., Lackawanna Corf 
102,026+ pop., on Central of New Jersey, Del- 
aware & Hudson, Delaware, Lackawanna & 
Western and New York, Ontario & Western 
Rds. and Lackawanna r., 167 m. N. by N. 
W. of Philadelphia and 146 S. W. of New 
York City. Iron and steel works and loco- 
motive works and manufactories of min- 
ing machinery. A general trade centerand 
depot for anthracite coal. 

DAILY. 

TIMES; every evening except Sunday 
democratic; eight to twe .? ages 17x83) 
subscription $3; established 1869; Bdward 
Lynett,editor and publisher. 

Circulation: Accorded G from 1891 to 1895 

‘or 189%, 7,456; ve 1897, 

Ss02 :for 1898, 12, 72s for 190, 14,093; 

fora poacensne wit — 1 

Publisher’s announcement.—The Timms {8 ac- 
corded by the American Newspaper Direct- 

ory the largest circulation in Pennsylvania, 

Philadelphia and Pittsburg papers except- 

ed. Its circulation is as large as the three 

other Scranton daily papers combined. 

Sworn average December, 1 15,510. It 

is the only paper in Scranton with circula- 

tion guaranteed by the Advertisers’ Guar- 
antee Co. of Chicago and which appears 
regularly in the list of guaranteed papers 
of the Nationa: Advertiser. Only Scranton 
paper that swears to iis circulation. Larg- 
est local advertising patronage. Full Pub- 
lishers’ Press telegraph service. The want 
medium ofthecity. Circulation books open 
to all advertisers and advertising agents. 

4 Bd IBUNE; — merenas except 

ay; republican; eight to twelve pages 
subscription $6; established 1891; Livy 

Byxbee, manager; 

publishers. 





paper in the United States, with the excep- | Circulation: oat. varied “from ee a 


tion of two or three New York papers. 


i eae 
aShOUREIES LIER: Steere 
ort’ 70 y-two pages 11x15; subscription 
: ‘eatabll lished 188: 938; Fe Francis Richter, 
TK. Sportin, Life’ Publishing” Co., pub- 
lishers. Office, $4 S. Leapeted oo om 


Circulation: Rating 5 varied from C in1 
to F in 1895, In 1896, 
Tn 1899, yG. In 1900 


Publisher's announcement. —SPorRTING LIFE is 
the recognized authority on everything 
ertainin, 
ardsand 


to baseball, trap shooting, bill- 
indred sports. 





Tee eg 


¥. In 1897, Y. In 1898, yG. | oa aur pages. 


| 





= G in 1895. In 1896, G.. In 1897,G Z. 1 
898, YG. In 1899, ce In 1 
Publioner’ 's announcement.—The ieading pa- 
per of Northeastern Pennsylvania. Its cir- 
culation covers five counties: 10,360. 
MONTHLY. 
SCIENCE AND INDUSTRY; month- 


n 189 


891 ly; mechanical and building trades; sixty- 


7x10; subscription $1; established 
larke, M. E., editor; The Colliery 
iohscisdemetien. ‘publishers. 
cs tremiatios : In 1900, C. 

isher’s announcement.—A page adiver- 
"eat in SCIENCE AND INDUSTRY costs $30 
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per issue. I to 30,000 desirable cus- 

tomers, “ond therefore costs but $1 per 

thousand reached. 

~ 

WILKESBARRE, ¢. bh., Luzerne 

Co. @ 51,721¢ pop., center of six railroads 

on the Susquehanna r. Axle and silk and 

lace curtain mills, cutlery, mine machinery 


and boot and shoe factories. Anthracite 
coal. 
DAILY. 
RECORD; every mornin THER, weekly: 
and RECORD OF THE —— 
twice-a-week, Tuesdays and 8; 


ublican; eight pages 18x24; ana tion— 


ag 
$6, weekly $1; 


ail established—datly 1878, 
weekly 1882; Johnson & Powell, editors and 
ublishers. 

iroulasic? —Daily: Actual average for 
1895, $4; for - *: 839; for 1897, 
10.4 $3 3 Jor 1898, 1.395; for 1899, 


11, ef: 3; fora year ondies with June, 1900, 


6¢ 
eekly: Actual average for 189%, 1,883 
al 1896, 2,209; for 1897,%2.518; for 1898 
3,067; for 1899. 3.406; for a Ee ending 
with June, 190, 3.77% 
lisher’s announcement. —High-grade pa- 
per. Welcomeinevery home. Growing at 
rate of 1,000 ayear. 16-page press. Recog- 
nised leading journal. Carrier delivery to 
150,000 people. 
is ae Se 
RHODE ISLAND, 


NEWPORT, ¢.h., Newport Co.Q 
one of the State Capitals, 21,537 pop., on 
New York, New Haven & Hartford and 
New York & Wickford Rds. and Narragan 
sett bay. Fine harbor. River and sound 
steamers touch hore. A pre-eminent sum- 
mer resort. 





NEW ei ees create except Sunday, and 
JOURNAL AND NEWS; Saturdays; 


independent; eight 
nen $6, week 
6, weekly 1867; T . .Pitman, ublisher. 

Cireulation— Daily: : Actual av erage for 

1896, 3,638 ; for 1897, 3. 6455 for a year 

ending with June, 1898, pes Sora year 

ending with June, 1899, 3, esi : for a year 

ending with June z 1900, 3,705. 

Weekly: ‘sx: 

Publisher’s announcement.—The News has 
been a daily since 1846. Conducted with un 
usual care and thoroughness. Has lino- 
types and perfecting press, and maintains 
its rates in every contract. 


ages i yecadotes subscri 
established— daily 





SOUTH DA. AKOTA. 


ABERDEEN, ¢. “9 Brown Co. of 
8,500 pop., on Chicago & Northwestern, Chi- 
cago, Milwaukee & St. Paui and Great 
Northern Rds. Manufacturing and com- 
mercial center. Water power, furnished 
by artesian wells. 

DAKOTA FARMER; semi-monthly; 
agricultural; sixteen and twenty pages 
11x15; subscription $1; established 1981; M. 
F. Greeley, editor; W. F. T. Bushnell Co., 

ublishers. 

Birculation: Rating varied from 15,541 in 

4) fh 1895: In 1896, F, In 1997, ¥. In 

898, zG. Actual ar ‘erage for a 

ear ending with July, 1900, 17, 
yearn s announcement.—T he best print- 
ed, liveliest edited farm paper west of Chi- 
cago. Circulatesin thetwo Dakotas. Doesn't 
solicit a subscription outside these two 
States, but gets all worth going after here. 
Look over asample copy of our paper and 
consider these facts. 











SIOUX FALLS, ¢. h., Minnehaha 
Co. O. 10,1774 pop., center of six railroads, 
on the Sioux r., 90 m. N. of Sioux City, Ia, 
Water power and manufactories of wool- 
ens, linens, etc., and stone quarries. 

WEEKLY. 
SUED DAKOTA NACHRICHTEN 


UND HEROLD; Thursdays; German; 
inde ees twelve ages 15x22; gf 
tion $2; established 1890; Hans Demuth, edi- 


torand publisher. 

Proptncten s In 1895,I, In 1896, 7. In 1897, 

Y. In _ 189%, publisher aserts, no issue less 

than 13%. In 1899, yI. In 190, zI. 

Publisher’sannouncement.—Since consolida- 
tion the only German paper, the largest, 
best advertising medium in the State, West- 
ern Minnesota and Northern Iowa. 





_ TEI NNESSE! E. 


FRANKLIN, ¢. h., Williamson Co. Oo 
2,250+ pop., on Louisville & Nashville Rd., 
19 m.S. of Nashville, the Statecapital. Seat 
of Tennessee Female College and Franklin 
and Battle Ground Academies. Manufact- 
uring and wheat and fruit growing. 
WILLIAMSON CO. NEWS; Thurs- 

days; democratic; twenty pages 11x18; sub- 

scription $1; established 1897; Owen Bros., 
editorsand publishers. 

Circulation: In 1896, “sxL" In 1897, Z. 
Ac ‘cnr erage for a year ending with May, 

ae ot 19i re for a year ending with October 

1 0. 1,52 

Publ isher's _ - - —At a liberal esti- 
mate, there are not six of over 200 country 
papers in this State with a clean, paid-for 
circulation equaling that of the WILLIAM- 
son CounTY News. Ads in the NEWS are 
read by 6,000 thrifty, intelligent people. 
Local advertisers are most liberal patrons. 
Our present circulation, by actual count, is 
1,520, and gradually growing; the News 
having just begun its fourth year, we con- 
sider this a good record. The people have 
confidence in the News. 


KNOXVILLE, ¢. h., Knox Co. GO 
82,637¢ pop., on Southern, Knoxville & 
Augusta, Knoxvilf, Cumberland Gap & 
Louisville and Atlanta, Knoxville & North- 
ern Rds. and Tennessee r. Steamboats as 
cend to this point. Logand lumber market. 
Center of marbleindustries. Saw mills, iron 
and nail works, car and railroad shops and 
cotton and wovlen mills. Seat of the Unit- 
versity of Tennessee and State Deaf and 
Dumb and Insane Asylums. 

DAILY. 

SENTINEL LY, evening except Sun- 
day,and WE Wednesdays; demo- 
cratic; eight ic fourteen pages 18x24; sub 
ecription—daily $3, weekly 81; established— 
daily 1886, weekly 1886; Geo. F. Milton, editor; 

. H. Hart, manager; Knoxville Sentinel 
Company, publishers. 

Circulation— Daily: In, In i Fam be as- 

serts, not less than 1895, G@. In 1896, 

G. In 1897, ¥Y, In 1898, pa ‘Actual aver- 

age for 189, 4,585 for a year ending 

with Oc tober, 1900, 

Weekly: In 189%, KL.” ID 1897, Ze 

Publisher's announc eet ae SENTINEL’S 
average daily circulation as sworn to for 
the year ending October 31, 1900, was 6,012. 
For the monthof October, 1900, it averaged, 
daily, 7,411. Thisis the largest circula- 
tion (sworn to) in East Tennessee, and the 
SEZ~TINEL is the 7 in Tennessee 
(except one each in shville and Mem. 
phis) which presents sworn circulation 
statements, 

Knoxville has grown 





faster the past 
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twenty _years than any other city in the 
State. Its ame now is 32,637, an in- 
crease of 44.88 per cent in ten years, mak- 
ing it the largest city in this Waser. 
Knox County nee 77,610 people. Within a 
radius of 1 es of the Court House, 


———s w th: -- <M has 55,000 popula- 
tion. 


MEMPHIS, c.b., Shelby Co. 1 102,320t 


pop., center of eleven railroads, on the 





Mississippi r., at the head of navigation for 
largest sized steamboats. Has extensive 
manufactories of cotton and is the princi 
pal commercial center between Saint Louis | 
and New Orleans. One of the leading cot- 
ton marts in the country, shipping annu- | 

| 


ally more than one- ve million bales. 


DAIL 

EVENING SCI MITAR, every even 
ing except Sunday; democratic; eight pages | 
15x2%; subscription $5; established 1881; A. B. 
Pickett, ators Scimitar Publishing Com- 
pany: yublishe 

ircu athens Tn 7, publisher asserts, not 
less than 7,300. In a. In_1897, ¥, In 
1898, yHi. In 1899, ) u. In 1900, Y. 
Publisher's annotincement.—The Circulation | 

of the Scimitar 1s now in excess of 16,000 | 

copies daily. It is the only afternoon pa- 

per ae in Memphis, a flourishing | 

city of 150,000 inhabitants. With its battery | 

of six linoty pe machines, perfecting press- 

es, electric power and exclusive day As- 


5 . 


sociated Press franchise, and wide circula- | 


tion in and around Memphis, the ScrMiTar | 


acknowledges no superior. 


NASHVILLE, ¢.h., Davidson Co. 4 | 
State Capital, 80,965+ pop., on Louisville | 
& Nashville and Nashville, Chattanooga & | 
8t. Louis Rds. and Cumberland r., 30 m. 
from its mouth. Engaged in river com- 
merce. Cottonseed-oil mills, fron found- 
ries, machine shops, stove works, candy and 4 
oracker manufactories, rolling and cotton | 
milis, fron furnaces and charcoal works. 
Seat of Central Tennessee College, Fisk and | 
Vanderbilt Universities and a large Nor- | 
mal School. 

DAILY. 


BANNER; every_evening except Sun- 
day, and W EEK LY, Wednesdays; inde- | 
pendent; eight pages ” daily 15x24, weekly | 
and Saturday 17x24; subscri tion—daily $5, 
weekly $1; established 1875; Banner Publish. 
ing Company, publishers. 
reviates— Petz: Actual average for 

1,405. n 1896, FF. Actual Fag 
aot 11.791; for 1898, 14,930; for 

1899, 1 1,378; Sor a year ending with June, 
190, 15,28 
Ww eekly: | - ‘corded H from 1891 to 1895. 
1896, Hi. » We In 1898, yI. 
: In 1900, y! 
Publisher's announcement.—THE BANNER 
stands at the head of Tennessee journal- 
ism as a live, progressive and enterprising 
newspaper, independent and fearless in 
the expression of its convictions and opin- 
ions. THE BANNER is the only afternoon 
paper published in Nashville, the capital 
of Tennessee, with a population of one 
hundred and twenty five thousand. 

THE BANNER is acknowledged the leading 
paper in its territory, and circulates in the 
most prosperous sections of Tennessee, 
Southern Kentucky and Northern Ala- 
bama. TheSdaily average sworn circula- | 
tion of THE BANNER for 1899 was 14,370; for 
year ending June 30, 190, 15,386, and for 
first six months of this year, 16,356. This is 
the largest circulation ever attained bya 
Nashville daily, and is constantly increas- 
ing, and that, too, without the ald of any 
schemes for boosting circulation. | 

Circulation is the basis of value of adver- | 


In 
In 1899, yI. 





























































tising space in newspapers. The Repretie 
BANNER accepts advertisements based n 
the accuracy of its circulation sentementa, 
making no charge whatever if proven in- 
accurate, misleading or deceiving, also 
guaranteeing double the circulation of its 
morni contem porary. 

THE BANNER’S pressroom and hooks are 
open toadvertisers, and every facility given 
for ascertaining the facts. The American’s 
are not, but kept under lock and key. 





_TEXAS. 

AUSTIN, c.h., Travis Co. oO State 
Capital, 14,575+ pop., on Houston & Texas 
Central, International & Great Northern 
and Austin & Northwestern Rds. and Col- 
orado r., 230 m. N. W. of Galveston. Seat 
of the Texas University. Manufacturing 
and commercial center. 

MONTHLY. 

TEXAS MEDICAL NEWS; monthly; 
me and hygienic; one hundred pages 
7x10; subscription $1; established 1891; Mat- 
thew M. Smith, M.D.; editor; Texas Medical 
New 8 Publishing Company, publishers. 

reulation: In 1895, publisher asserts, not 

| lose than 1,000. Actual average for 1896, 

1,011. In 1897,1 Z. Actual average for 

|}a year ending with October, 1898, 1,.31'23 

for 1899, 1,446: for a year ending with 

June, 1900, i 495. 

Publisher's ‘announcement. — Consolidation 
of four leading Texas medical journals 
from different sections of the State. Larg- 
est guaranteed circulation. Best advertis- 
ing medium. Official = one of leading 
medical societies in Texa 


CORSICANA, . b., Navarro Co. cf 
11,500 pop., on . Louis & Southwestern 
and Houston & Te: xas Central Rds., 20 m. W 
of Trinity r. and 180 N. E. of Austin, the 
State capital. Cotton and wheat. 
TRUTH; Fridays; farmers’ alliance; 

welve pages 15x22; subscription $1; estab- 

Hatred 1891; G. P. Miller, editor and publisher. 

Circulation: In 1895, publisher asserts, no 

less than 2,250. In 1896, I, In 1897, Y. In 1898, 

I. In 1899, I. 

Publisher’s announcement.—TRUTH has the 
largest circulation of any paper in Central 
Texas. Chartered by Farmers’ Alliance; 
organ Of People’s Party. Begins October 
with 8,500 circulation. Rate, 70 cents per 
inch per month. 


SHERMAN, c.1., Grayson Co. 10,100 
pop.—local estimate 12,000—on Houston & 
Texas Central, St. Louis Southwestern, Mis- 
sourt, Kansas & Texas, Texas & Pacific and 
Atchison, Topeka & Santa Fe Rds., 13m. 8. 
of Red r. and 64 N. of Dallas. Grain, fruit 
and nea 
DEMOCRAT; every evening except 

Gunday ane WEEK LY, Thursdays; demo- 

ratic; four pages 20x26; subseription— dail 

$5. weekly 65 cents; established—daily 1881, 

weekly 1877; Hunter Bros., editors and pub- 


lishers. 
Cc irculation—Daily “URL.” 
Weekly: In 189, “st.” In 1896, publisher 


asserts, not less than 2,000. Actual average 
for the first nine months of 1897, 2,787. fn 
1898. YH. Actual average fora peer ending 
with April, 1899, 3.504. In 1900,z 
Publisher's announcement. a -t...% “the 

Athensof Texas,” centerofculture, wealth, 
industry. The DEMOCRAT, 21 years uncer 
same management, clean, popular, able; 
1,000 daily, 3,700 weekl No space sold to 
liquor dealers, or to that class of human- 
ity selling questionable nostrums. 


WEATHERFORD, ¢. h., Parker 


Co. 4 4,369+ pop., on Texas & Pacific, Gulf, 
Colorado & Santa Fe, Weatherford, Mineral 
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VERMONT. 





Wells & Northwestern Rds., about 30 m. 
W. of Fort Worth and 200 N. of Austin, the 
State capital. Farming and stock raising. 
DEMOCRAT; Thursdays; democratic; 
ten to twelve pages 13x20; subscription $1; 
established 1895; Aaron Smith, editor; Dem. 
ocrat Publishing Company, publishers. | 
Circulation: Actual average for 4 
69; for 1897, 1,417. In 1898, a, a 
1398 98, yI. Actual average for a year ending 
with September, 1900, 1676 
Publishers’ pth” as, Tees local 
weekly paper; biggest circulation west of 
Dallas. Only paper here with over 1,000 
bona fide subscribers. 





OTAH. 


SALT LAKE CITY, ¢. h., Salt Lake 
Co. 4 State Capital, 53,531+ pop., on Rio 
Grande Western, Utah Central, Oregon 
Short Line and Salt Lake & Ogden Rds. 
Iron and lead works and various manu- 
factories. Agriculture and mining. 

DAILY. 


DESERET EVENING NEWS; every 
qrening except ey SEMI-WEEK- 
LY, Tuesdays and Fridays; mormon; daily 
eight pages 18x24, semi —— eightto twelve 
pages 2x24; a A & seml- 
weekly $2; established W. Pen- 

rose, editor; Deseret ey BR. RA 

Circalaticn — Daily; Accorded H_ from 

ie to 189. In 1896, G. In 1897, IZ. In 

898,yI. Actual average Sor a year ending 

with June, 1900, 3,894, 

Semi-Weekly: Accorded I from 1892 to 

1395. In 1896, E. In 1897,GZ. In 189, yG. 

Actual average 3; a year ending with Octo- 

ber, 1899, 11 7 ‘ond a@ year ending with 

June, 1900, 15, 

Publisher's announcement. — THe DESERET 
News is the official organ of the Mormon 
Church. Sworn daily circulation, 4,00; Sat- 
urday, 6,000; semi-weekly, 19,250. Mormon 

opulation numbers over a quarter of a 


million, 
SALT LAKE GERALD every morn- 
ing, and Be! 11-W Tuesdays 
and Frid ays; democratic ; —y eight, 
Sunday twenty, semi-weekly efght pages 
19x24; subscri tion—datly $10, semi-weekly 
= -50, ‘Sunday 2.80; established a Herald 
iompany, —. and publishe 
Cireulation—D og Actual — ‘or 
3,470; for 18%, 4,342. In 1397, HZ. 
5 a 1368 yH. Actual average for 1899 ( includ- 
ing Sunday), 4,996}; for a year ending 'rtth 
September, 1800 (inet ing Sunday), 6,941. 
Sunday: In 189, H. In 1896, G. In 1397, 
a & n 1898, yH. Actual average for 1899, 
77: 477 a year ending with September, 
ti %. 147. 
Semi-Weekly: In 1895, H. Ac*ual aver- 
age for 1896, 5,823. In 1897,G@ Z. In 1893 
yG. Actual average for 1899, 3760:fora 
year ending with September, 1900. 5,158. 
Publisher’s announcement.—The HERALD is 
theonly high-class independent democratic 
daily publication in all the inter mountain 
region, including Utah, Idaho, Western 
Colorado and Wyoming and Eastern Ne 
vada. With its daily and semi-weekly edi- 
tions it reaches over 15,000 homes. Sworn 
statements of circulation on anplication, 


VERMONT. 


BURLINGTON, ¢. h., Chittenden 
Co. by 18,6404 pop., on Central Vermont and 
Rutland Rds. and Lake Champlain, 20 m. 8. 
E. of Plattsburg, N.Y. Lake commerce and | 
manufactures of lumber. Cotton and 
woolen manufactories and iron works. 








State Agricultural and Medical Cgileges. 

Agriculture. 

NEWS; every evening except Sunday; 
four and eight pages 193¢x26; ye ay $3; 
established 1894; Joseph Auld, editor an 
—— 
¥ irculation: Actual average for _ 1895, 

3.503; for 1896, 4,113; for 1897, 4,263; 
for ta year ending with September, 1993. 
5. $i 3; Sor a year ending with April, 1899, 
5. Sb: Jo a year ending with April, 1900, 


Publisher’ 3 announcement.—The NEWS goes 
into nearly every home in Burlington and 
fully covers all tributary territory within 5v 
miles. Has largest circulation in the State; 
more in Burlington than all other papers 
combined. The NEws is an evening news- 
paper and reaches the homes of the peo- 
ple. Itsaverage sworn circulation is above 
5,300 copies. 





WASHINGTON. 





KENT, Aing Co. -0 853t pop., on North- 
ern Pacific Rd., 16 m. 8S. of Seattle, the 
county seat. Shingle and saw mills and 
furniture factory. Farming and dairying. 
WHITE RIVER JOURNAL; Satur- 

pm ag re eee four pages 18x24; subscri 

tion $1. tablished 1889; Journal Publish- 
ing Ciamner, weditors and publ ishers. 

Circulation: In 1896, “2x1.” Actual average 

for 1897,1,381. In 1898, yI. In 1899, sxx.’ 

Publisher's announcement.—The only coun- 
try weekly published in the richest dairy, 
hop and farming community and the most 
populous — in the State. Every copy 
pd - paper tells—every advertisement is 





WISCONSIN. 


FORT ATKINSON, /eferson Co. (7 
2,288+ pop.—local census of 1895, 2,815—on 
Chicago & Northwestern Rd. and Rock r., 
20m. N.N.E. of Janesville. Foundry, hard- 
ware, furniture and dairy-supply manu- 
factories and extensive creameries. 
JEFFERSON CO. UNION; Fridays; 

republican; sixteen pages i hy Snbectip- 

tion $1.50; established 1870; 

Hoard, editors; W. D. Hoard =. D.6 HL. 

— ‘also an eight page German edition. 
Jombined circulation: In 189¢and 1895, H. 

Actual average for 1896, 3,628. In 1897, Y. 

Actual average for 1898, 3, S21; for 1899, 


Publisher's announcement.—Our_ pressroom 
door open to all. Come any Thursday, 6 
p.m., with two-foot rule, and measure our 
pile of papers ready for last run. Each 3% 
inches means 1,000 subscribers. Convinces 
advertisers ! 


MILWAUKEE, ¢. h., Milwaukee Co. 
QO 285,315+ pop., on Chicago, Milwaukee & 
St. Paul, Chicago & Northwestern, Mil- 
waukee & Superior and Wisconsin Centra 
Rds. and W. shore of Lake Michigan, 85 
m. N. of Chicago, Ill. Good harbor. Grain 
ele: ators, flour mills, numerous factories 
and breweries. Manufacturing and com- 
mercial center. 





DAILY. 
EVENING WISCONSIN; every even- 
ing except Sunday, and WEEKLY, Satur- 
days; repeness; eight pages—dally 20x26; 
weekly 174¢x24; subscr “ — daily $6, 
weekly 7 cents; established 
ng Wisconsin Co., editors 4 publishers. 

Circulation 1— Dally + Ri : Rating varied from 
D CF E in 1 Actual average for 
1896, 7.7494 Sor 1897, dPS5S: Sor 1898, 
19.259 for 1899, 16, 72 


Seat of the University of Vermont and| Weekly: Rating varied A OFi: 1892 to » 
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Wisconsin, and they 
average to pay it 
more for the same 
spocothan they doanz 
other paper in that 
city. The reason for 
this is because the 
Wisconsin readers are 
the most numerous 
and the best purchas- 
ers. The WISCONSIN is 

: also undeniably the 
vest neWSpayer In che State. 

JOURN L oer, evening except Sun- 
day, and WEEKLY, Thursdays; demo 
cratic; daily eight to twelve, weekly ten 

ages 17x23; subscription—d daily $5, weekly 

1; established 1882; L. W. Nieman, editor; 
Journal Co., publishers. Office, Milwaukee 
and Michigan streets. 

Circulation—Daily: In 1895, E, In 1896, E. 
In 1897, Y. In 1898, zE. Actual average for 
1899, 22,2 204s Sor a year ending with Sep 


tember, jii00, 22 
Week : int 1895, F. In_1896, F. In _ 1897, 
108, 98,yG. In 1899, yH. In , Ve 
Punatanoes 3 announcement.—While the total 
circulation of THE MILWAUKEE JOURNAL is 
larger than is the combined circulation of 
the two other English evening dailies of 
Milwaukee, the advertising rates of THE 
MILWAUKEE JOURNAL are Only atrifle over 
50 per cent of their combined rate—more 
circulation for practically half the cost. 
The circulationof THE MILWAUKEE JouR- 
NAL has been investigated and certified to 
by Messrs. Stuart & Young,expert account- 
ants of Chicago, as being more than that 
guaranteed by the Journal Co.—20,000. One 
of the conditions of the Newspaper Combi- 
nation of Milwaukee, formed to fight THE 
JOURNAL, is that no one of them will allow 
the circulation of his paper to be investi- 
gated. This fact was recently sworn to in 
court under oath by one of Milwaukee's 
leading merchants. THE JOURNAL’s ciréu- 
lation statements are always sworn to. 
SENTINEL; every morning, and SEN- 
TINEL AND WISCONSIN FARM 
JOURNAL, Thursdays; republican; daily 
ten to twelve, Sunday twenty to twenty-four 
and weekly eight pages 18x24; subscription 
| $6, Sunday $2, weekly 75 cents; es 
tablished 1837; Sentinel Company, publishers. 
Office, 89 and "93 Mason street. 
Circulation—Daily: 
D in 1892 to E in 1895. 
Actual average for 1898, 20.5" 
20,082: foe a year ending with September, 
1900, 23, ‘2:20. 
Sunday: Rating varied from D in 1892 to 
E in 1895. ‘In 1896, E, In 1897, Y. foto. 
age for 1898, 21, ‘751 3 for 1899, 19,850: 
a year ending with September, 1900, 21,58 0. 
x, eekly: Ratin wepted from C in 1892 to 
Fin 1895. In 1896 i,WVe rg ye age na 
age for 1898, i 7,637: ples 1899, 20,348: 
a year ending with Septe —, 1900, 23.3 5. 
Publisher’s announcement.—The MILW AUKER 
SENTINEL, sixty years old, 
only English morning dally 
in Milwaukee. Theevening 
fleldis divided among three 
English dailies. It reaches 
even remote parts of Wis 
consin,as well asthe upper 
peninsula of Michigan, 
ours ahead of any other 
daily from Milwaukee, Chi 
gage. Minneapolis or St. 
au 



















The SENTINEL circulation, 
never inflated or bolstered 
up by any fakescheme, has, 

sincereduction of subserip- 
tion price from three cents to two cents in 
January, 1898, more than maintained fits 
lead of all Wisconsin papers, notwithstand- 








In 1897, Y. In 1898, yF. 








ing the eraof penny papers. ItsStatecircu- 
lation especially is farin excess of any Mil- 
waukee or Chicago paper. 


MONTHLY. 


PYTHIAN AGE; monthly; Knights 
of ibn fi = pages 11x16; subscription 
$1; hed 1 Frank B ayy A eater and 
publtaher. nateen, ¥. O. Box 

Yirculation: In 1894, publisher asserts, 
smallest issue 1,000. In 1 I. 5 
2 1 Ys is6, “IEL.’ MS dctual. a 
or or a year en ing we 
June, 1900, 1,2 66. 
Publisher's ee rancoment. —Is read by over 
three thousand members of the Order in 
Wisconsin. In addition to this we have an 





influential circulation throughout the 
Northwest. 

BRITISH COLUMBIA. 
VANCOUVER, c. h., New Westmin- 


ster District 0 25,000 pop.—local estimate 
35,000 on Burrard Inlet. Is the Pacific 
Coast terminus of the Canadian Pacific and 
Great Northern Rds. and the headquarters 
for the China and Japan and the Austra- 
lian and New Zealand steamship lines. 
Daily steamers ply between here and Vic- 
toria, the capital of the Province, 9) m. 
south, Nanaimo, and Seattle, Wash., and 
San Francisco, Cal. Agriculture, mining, 
lumbering and salmon canning. Coal in 
abundance. 


PROVINCE; every morning and even- 
ing ouneps Sunday, an EK pI — a 
days; eral; eight pages 15x22; subs — 
page | %, new established—dai y 
1898, week Nichol, editor and 
~ nad 


ireslagien —Daily: Actual average for 


899, ° 

Weekly : In 1895, ‘yx.’ I. 

897, H. In 1898, yH. In 100, yi. > 1900, Y. 

Publisher’s announcement.—The circulation 
of the DaILy PROVINCE is larger than any 
two other papers in British Columbia. It 
is the only daily in Western Canada which 
gives sworn statements of circulation. 


DAWSON, Yukon District D 8,000 
pop., on Yukon r., about 175 m. S. E. of 
Circle City, Alaska. Gold mining. Trad- 
— ‘Dost. 

KON SUN AND KLONDYKE 

PIONEER; semli-weekly, Wednesdaysand 
Saturdays; four aaoeet e ex2%; subscription 

$10; established 18 Cunningham, edi- 

tor; Yukon Sun Co., publishers. Cire’n “KL. 

Publisher’s announcement.—Leading journal 
of the Klondike. Official newspaper of the 
Yukon Territory. Issued Wednesdays and 
Saturdays. Every issue contains double 
the amount of paid advertisements to be 
found in any other paper published in the 
Yukon Territory. Advertising rate, $7.50 
eer inch per month, flat. No discounts. 

F. Thompson, business manager. 





ONTARIO. 
CHATHAM, ¢.h., Kent Co. 1 9,052 


pop.—local estimate 9,800—on Canadian Pa- 
cific, Grand Trunkand Erie & Huron Rds. 
and Thames r., 67 m. 8. W. of London and 
47 W. of Detroit, Mich. Manufactories. 


ae 

ET; every evening except Sunday. 
ot UO EKLY » Wed dneotays; conserve. 
tive; ae ~ Ae 15x24, Saturday 18x%, 
weekly sixteen pages 20x%; subscription— 
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ONTARIO. 


0: NTARI oO. 





$4, weekly $1; established 1851; al 


daily 

Stephenson. editor and publisher 

Ciremnpoe— —Daily: ‘Accorded I from 1891 | 
Oo 189%. In 1896, publisher asserts. not less | 

than 100 In 1897, ¥. In 1898, “su.” In 1 1899, Z.. | 


900, Z. 

Weekly: In 1895, H. In 1896, H. In 1997, 

Yy. | » YI. In 1899,zI. In 1900, 2], 

Publisher’s’ announcement.—The DAILY AND 
WEEKLY PLANET have the largest circula 
tion in Western Canada. eekly, 3,800; 
daily, 1,500 guaranteed. Theatrical printers 
and book-makers. 


OTTAWA, ¢. h., Ottawa Cityo 
57,002 pop., Capital of the Deminion, 
on Ottawa & Gatineau, Pontiac Pacific 
Junction, Canadian Pacific, Ottawa, Arn 
prior & Parry Sound, Ottawa & New York 
and Canada Atlantic Rds., at confluence of | 
Ottawa and Rideau rs. Water power. | 
Lumber center. General manufacturing. 
Belts of mineral lands in vicinity. 

DAILY. 

CITIZEN; every morning and evening 
except Sunday, and SEMI-WEEKLY, 
Mondays and Thursdays; eres Sonaee ee 
|g eight pages 18x24; sub: tion—morn.- | 

‘36, evening $3, semi weekly $1; estab. | 

i arn 1844, evenin * 997" semi 
weekly 1848; The Ottawa Citizen Co. (Lim 

ited), publishers. 

irculation— Daily Neos | and even 
ing): Accorded H from 1891 to 189. Actua/ 
average for 1896. 2,9:26. In 1397, H Z. In 1898. 

publi sher -—— lowest 6,050. 

Semi-Weekly: “sx.” In 1397, Z. 

Publisher’s announcement.— The morning | 
Citizen is one of Canada’s leading dailies. | 
Being the only morning paper in the capital 
andthe only morning paper between To- 
ronto and Montreal, it not only goes into 
almost every home in Ottawa, but circu- 
lates extensively through Eastern and 
Northern Ontario. The Evenin@ CITIZEN, | 
started in November, 1897, is the 
one-cent paper of Ottawa. 


STRATFORD, ¢. h., Perth Co., 
North a 9,500+ pop., on Grand Trunk Id., 
40 m,. N. by N. E. of London. Grain, lumber, 
cheese, live stock and agriculture. 
EVENING HERALD: every 

evening except Sunday, and WEEK L 

Wednesdays; independent - conservative ; 

daily eight, ay twelve pages 15x22; sub- 

scription—daily $4, weekly $1; established 
. 8. Dingman, omer; Stratford Herald 

Printing Company, publishers. 

Circulation—Daily: In 1899, “7«1." Actual 

i208. Sor a year ending with June, 1900, 

Weekly: = 1895, publisher asserts, not less 

than 8,450. In 1896, H, Actual average for 

1897, 3,342. In’ 1998, yH. In 1899, yH. 

Aci ‘et average Sor a year ending with June, 

1900, 

Publisher’ '$ @nnouncement.—The HERALD en 

joys arecognized leading place in Stratford 

7 and Perth County, a district unex 

celled for thriving industry, agriculture 

and dairying in famed Western Ontario. 

This statement finds corroboration in the 
columns of both editions, which are pre 








- 





eminent in local and district news and cor- 
respondence, splendidly presented. In this 
respect the HERALD is noted among Cana- 
dian papers. Objectionable advertisements 
not accepted. 


‘TORONTO, ce. h., Toronto City © 
19,314 pop., Capital of the Previnece, 
on Grand Trunk and Canadian Pacific Rds. 
and a bay on the N. W. shore of Lake On- 
tario. Steamers ply regularly to all the 
principal ports. Manufacturing and com 
mercial center. 

MONTHLY. 
INDEPENDENT FORESTER; 
monthly; Independent Order of Foresters; 
thirty-six pages 7x10; tek, M.D. an $1; estab- 

lished 1880; ronhyate — Rev. A. 

Macgillivray, editors and publish 

Circulation: oe ag frome Hin 1892 

to Lin 1895. In 897, A. In 1898, 

yA. Actual average for a year ending with 

September, 1899, 155,500. 

Publisher’s announcement.—The circulation 
of the INDEPENDENT FORESTER has gained 
nearly 50,000 during the past two years and 
a half, being now 172,000. Itis in magazine 
form, ‘and is the best periodical of its class. 
It reaches a most desirable class of people 
throughout the Northern States and Can- 
ada. Its largest circulation is in Ontario, 
New York, Quebec, Michigan and Illinois. 
Advertising rates are very low. 





QUEBEC. 


MONTREAL, ¢. b., Montreal City o 
250,000 pop., on Grand Trunk and Canadian 
Pacific Rds., on S. side of the Island of Mon- 
trealon St. Lawrencer. Principal city in 
the Dominion, and engaged in manufact- 
ure, commerce and shipping. An inland 
port, connected by railroad and canal with 
all ports in Canada and the United States. 
A port of entry for eight ocean steamship 
companies. At the head of ocean naviga- 
tion and the commencement of lake, canal 
and river navigation. 

DAILY. 

GAZETTE; every morning except Sun- 
day. and We EK LY, Thursdays; conserv- 
pp oko x pages El: subscription daily 

50 cents; established 1 Gazette 

Prancdne yt publishers. Office, corner St. 

Francois Xavier and Craig streets. 
irculation—Daily: Actual average 

ies. 7,029; for 18%, 97,397.; for 1 %, 

166; for 189, 8,62 24. In 1399.vF. A 
wid erage fora year ending with June, 1900, 


weet: Actual average . for 1°%, 3.385. 
In 1896, H. In 1897, Y. In 1898, y H. In 
1999, vy. In 1900, ¥. 

Publisher's announcement.—The GAZETTE is 
the only English morning daily in Montreal, 
by far the wealthiest community in Can- 
ada. Although a high-priced paper, it has 
the largest circulation of any morning 
ow in the Province of Quebec, and is ac- 

nowledged throughout the Dominion as 
the best newspaper for commercial news. 
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COST OF ADVERTISING IN THE 
AMERICAN NEWSPAPER DIRECTORY. 


The American Newsparer Directory is published quarterly and appears in March, 
i September and December. The price of the book is $5 for each quarterly issue @ 
zo a year. The books are delivered carriage paid to any point in North America. 


Publishers’ Announcements. 


A publisher’s announcement may havea place in the Directory in the column 
with and directly following the catalogue description of the paper, being set 
in type uniform with the letterpress, but preceded by the words, Pudlisher’s 
Announcement. The charge for such an announcement is 50 cents a line for 
each issue or $2 a line for a year. Noannouncement accepted for less than $1 
An order amounting to $10 or more in any one issue of the Directory entitles 
the advertiser to a free copy of the Directory (price $5). delivered carriage 
paid. A free copy of one issue of the Directory will be sent in consideration 
of a yearly advertisement amounting to $10 or more for the year, provided the 
advertisement is paid for in advance—not otherwise, 


Pictures of Buildings and Portraits. 


Small pictures of newspaper buildings, ur portraits of publishers, not ex- 
ceeding an inch in length or breadth, may appear with the catalogue descrip- 
tion of a paper if desired. The charge for the insertion of these pictures is 
$10 a year and such an order carries with it a right to one free copy of the 
Directory (price $5), carriage paid, if the amount of the order is paid in 
advance—not otherwise. 


Displayed Advertisements. 


A quarter-page display advertisement may have a place in letterpress por- 
tion of the Directory in a position on the same page with or opposite the de- 
scription of the paper. The price for this space and position is $25 for each 
issue or $100 for the four issues appearing in a year: and the yearly adver- 
tiser is entitled to a free copy of each of the four issues of the Directory ( price 
$5 each), to be delivered to him carriage paid. Half pages and full pages are 
charged at the same rate, Half pages $50, full pages $100, for each issue. 


Discounts for Cash, 


Five per cent may be deducted from prices named if copy of advertise- 
ment and check in full settlement accompany the order. Ten per cent may be 
deducted if payment in advance is sent for an entire year. 

Orders amounting to less than $10 can not be accepted unless paid for in 
advance, because the trouble, delay, expense of bookkeeping, making drafts, 
conducting correspondence, etc., are so frequently greater than the small 
amount of the charge warrants or compensates, 





